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ABSTRACT
It is generally conceded that until recently little formal study 
was devoted to the distributive phase of the economic process* Pro­
duction was considered the problem of the age, with the general feeling 
that distribution would take care of itself* This lack of attention 
during a trend towards mass production and area specialization has led 
many people to criticize the marketing system for being inefficient and 
expensive* If distributive techniques are to catch up and keep pace 
with production methods, a great deal of study and research is needed*
One of the first things a student of marketing discovers when he attempts 
to delve into a particular facet of marketing is the lack of benchmark 
data.
The aim and purpose of this study is to bring together general 
data on Louisiana retail trade* Three phases of Louisiana retailing 
are covered: Trends in the growth of retailing as indicated by changes
in the number of outlets, sales, and other numerical data; the effects 
of population shifts on the development of trade centers in the state; 
and recent laws regulating retailing.
The general rate of growth of retailing in Louisiana from 1929 to 
1948 was faster than the rate for the entire nation* The number of 
retail outlets in the state rose 32 percent from 1929 to 1948* Sales in 
1948 were almost four times as large as in 1929; of course, part of this 
rise was caused by price change, but deflated sales, which are indicative
xvi
of physical volume, were 125 percent larger In 1948 than in 1929•
Retail employment doubled during the period, while payrolls rose at 
about the same rate as dollar sales, thus, causing an upward trend in 
productivity per employee and real wages per employee.
The typical or average retail outlet of Louisiana in 1948 was 
larger than the typical or average outlet of 1929, as indicated by a 
large rise in average deflated sales per outlet and the average nunber 
of paid employees per outlet. Outlets specializing in the sale of 
food, automobiles, and general merchandise, which includes department 
stores, general stores, and dry good stores, clearly dominated the 
retail trade of the state in sales. During the past two decades, 
specialty stores made large gains, however, the greater gains were 
made by outlets specializing in the sale of wearing apparel and other 
fashion goods than by outlets specializing in the sale of other limited 
lines.
The recent trend towards urbanization of the population has caused 
many changes in the retail structure of the state. Twenty-five years 
ago 40 percent of the retail outlets, which accounted for about half 
of the total sales, were located in the major cities of the state. In 
1948 almost half of the outlets were located in the major cities. The 
outlets in these cities made 65 percent of the retail sales of the state. 
A study of two of the cities— Shreveport and Baton Rouge— indicates that 
most of the growth in outlets took place outside the central shopping
xvii
area. Many of these new outlets outside the central shopping center 
were grouped into one of several types of secondary shopping centers 
or areas.
In recent years, a number of state laws have been passed which 
regulate trade and commerce. These laws are of interest to the 
retailer in that they help determine the economic framework within 
which the retailer must operate. The most important of these laws are 
The Fair Trade Law; The Unfair Sales Law; The Chain Store Tax Law; and 
several laws regulating employment.
xviii
CHAPTER I
INTRODUCTION
Even though the origin of marketing is lost in obscurity, it is 
generally conceded that until the present century little formal study 
was devoted to the distributive phase of the economic process* The 
reasons for this neglect are not difficult to understand. The centuries 
before the Industrial Revolution were characterized by low productivity, 
a lack of inter-regional trade except in luxuries, and a subsistence 
level of living for the majority of the people. During the early Middle 
Ages, there was little specialization or division of labor in either 
production or distribution. Most areas were self sufficient with all 
goods being produced and consumed locally. Beginning with the latter 
part of the Middle Ages, the manorial, or village system, developed 
rapidly. This system led to specialization with the growth of guilds, 
craftsmen, and traders. Still, most towns and villages were self suffi­
cient with most goods produced in the village or Immediate vicinity being 
locally marketed. The guilds controlled and regulated production and 
marketing and in many cases retarded the progress of both.
The Industrial Revolution began during the latter half of the 
Eighteenth Century and ushered in marked Improvements in production.
2Even so, most of the next century was characterized by low productiv­
ity and a low level of living. Even a casual reading of the economic 
history of the period indicates this. The economic writers of the 
period— Smith, Say, and Malthus— concerned themselves with the problem 
of production. Say*s "Law of Markets" and its general acceptance 
indicates the thinking of the day and the relative emphasis placed on 
production and distribution.
The Industrial Revolution brought with it many developments in the 
economic life of the nations. Large cities grew up, many of which spe­
cialized in the production of one product, and minute division of labor 
was accomplished. The United States changed from a predominately rural 
nation to a predominately urban nation. Production, together with 
the level of living, increased rapidly during the past century. During 
this period of growth, the gap between the producers and Ob'nsumer be­
came larger and larger. As a result of these changing conditions, an 
elaborate system of middlemen developed, in many cases in a rather hap­
hazard way, to move the ever-increasing number and variety of goods that 
were being produced and consumed. As consumers purchased an ever- 
increasing percentage of their total consumption and the gap between the 
producer and consumer widened, the risk and cost of marketing increased. 
At the same time production in many lines, such as agricultural goods, 
was catching up or passing existing demands at prevailing prices. The 
need for demand creation in the form of aggressive selling and advertis­
ing became clear. One of the indications is that the most recent
3depressions and recessions have been characterized by poverty in the 
midst of plenty— production without effective demand. Many author­
ities contend that this apparent paradox is caused, at least in part, 
by inefficiency and expensive marketing. Without arguing this point, 
it is sufficient to say that in the past the problems of production 
were considered the problem of the age with the problems of distribu­
tion being considered secondary. The results were that until recently 
great improvements were made in the foxmer and comparatively few in the 
latter. The period immediately following World War I seems to have 
been the turning point in emphasis, at that time the existing demand at 
prevailing prices began to be filled. The problem of market creation 
and development, together with the actual movement of goods, was rec­
ognized as a major problem. During the past thirty years a great deal 
of study and research has been devoted to the art of mass distribution, 
however, there is still a great need for research in this field. This
need is emphasized in two rather recent articles in The Journal of 
1
Marketing. These articles suggest that the greatest need is for 
general studies of basic problems and fields rather than the special 
type of research done by an individual firm as an aid in solving manage­
ment problems. Some of the major topics suggested are: appraisals of
^3oth of these articles were written by Charles F. Phillips. 
The first, "Some Studies Needed in Marketing," appeared in the July, 
1940, issue; and the second, "Major Areas for Market Research," was in 
the July, 1946, issue.
4periodic marketing data; distribution cost trends; price and inter­
state trade regulation; retailing and wholesaling in general and 
particular types of retailers and wholesalers; and the marketing of 
services. At the present time, the people actively engaged in 
marketing and students of the marketing process are faced with a two­
fold problem. First, an appraisal.of the institutions and techniques 
now in common use with the aim of improving efficiency and secondly, 
an appraisal of changing social and economic conditions and their 
effect upon marketing. This evaluation of factors affecting marketing 
is necessary if distribution techniques are to keep pace with techniques 
in other fields of economic endeavor.
One of the first things a person discovers when he attempts to 
delve into a particular facet of marketing is the lack of general informa' 
tion and statistics which might be used as a benchmark. There is a 
definite need for study in the basic areas of marketing, to gather and 
compile general information on marketing so that more detailed and 
intensive studies can be made into individual problems.
The objective and purpose of this dissertation is to gather and 
present some basic data dealing with one phase of marketing, i.e. retail­
ing, in a limited geographic area, i.e., Louisiana. It is impossible to 
cover in detail all aspects of Louisiana retail trade, but this study 
attempts to cover the most fundamental aspects of the recent past and 
present retail activities so that definite trends can be determined.
Since this study will be general in nature, it is hoped that in the
5future it may be used as a basis for further and more detailed study 
in the field of Louisiana retail trade.
In order to accomplish this purpose, three phases of Louisiana 
retail trade are examined to ascertain changes that have taken place 
in the past twenty-five years. These phases are: trends in the 
actual number of retail stores and sales volume, and other numerical 
data; federal and state laws, and court decisions affecting retailing; 
and the growth and development of secondazy shopping centers, and 
other changes in the structural pattern of retailing in the state.
Five chapters are devoted to a discussion of the first of these 
phases and one chapter to each of the other two phases. The following 
is a brief description of what is to be covered and the method used in 
each chapter.
Chapter II presents an analysis of general trends in the retail
trade of Louisiana. In this chapter a general survey of total state
data is made. This survey, and the following three chapters, covers
2
a period from 1929 to 194&* Changes in the total number of outlets, 
sales, employees, payrolls, and proprietors in the state are analyzed.
In Chapter III, data on the retail trade of the state are broken 
down into thirteen general classes and analyzed in the same way and on
u >
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This period was selected because of the availability of com­
plete data for the period. The first year in which the Census of 
Business included data on, retail trade was in 1929* Retail data were 
also included in the Census of Business for 1933* 1935* 1935* 1939* and 
1948* A Census of Business was not made during the war years, nor has 
one been made since the 1948 census.
6the same basis as the state totals in Chapter II. The thirteen 
general classes used are the classes set up by the Bureau of Census 
in the 1948 census.
Chapter 17 presents trends within twenty-six different types 
of retail outlets. Each of the thirteen major retail groupB used in 
Chapter III contains a number of different types of outlets having 
certain conmon characteristics; however, in many respects, the out­
lets that make up each general class are quite different. This 
analysis of the individual type of store points out the changes in 
the relative importance of the different types*. Of course, there are 
more than twenty-six different types of retail outlets in the state, 
but those covered were selected on the basis of importance and the 
availability of data for at least three of the five census years.
In Chapter V an analysis of the retail trade of seven major cities 
of the state is made. During the period covered by this study, Loui­
siana changed from a predomintely rural state to a predominately urban 
state. Not only has there been this rural-to-urban movement, in the 
population of the state with a resulting growth in over-all urban 
retail outlet population, but the internal retail structure of the 
cities has also been changing. The relative importance of the differ­
ent cities as retail centers also changed. The available data are 
analyzed to deteraine the effect population changes in the state had 
on the growth of the individual oities as retail centers, together 
with actual shifts in relative importance within the state*s total
7retail trade. The statistical data presented in this chapter are 
also used as a basis for a more detailed study of the internal 
retail structure of the cities of the state presented in Chapter VII.
Chapter VI presents an analysis of outlet characteristics. In 
the four preceding chapters the emphasis is on trends during the 
years from 1929 to 1948. In this chapter it is impossible to pre­
sent series data because the data to be used are not available for 
more than one or two years. In the 1948 Census of Business, a great 
deal of data concerning characteristics of outlets was presented.
These data are used as the basic information for this chapter. Out­
lets are classified on the basis of such things as sales size, volume 
of credit sales, number and sales of chain outlets, employee size, and 
legal form of organization.
In recent years a great deal has been written about the effects 
of population growth and shifts an marketing. One of the effects of 
these recent population changes has been the growth of secondary shop­
ping centers. It lb an observable fact that these shopping centers 
have developed in the cities of Louisiana. Chapter VII covers the 
general effect of population growth and shifts on the retail trade of 
Louisiana with particular emphasis on the growth of secondary shopping 
areas. The basis of the analysis of secondary shopping centers is a ■ 
detailed study of actual store location in two of the major trade 
centers of the state— Shreveport and Baton Rouge. Store location, by 
major type of store, is plotted on maps for the years 1934 and 1954*
8These maps Indicate the growth of the downtown shopping areas and 
also the growth of secondary areas together with the location of 
retail outlets which are not a part of the downtown or secondary 
shopping areas of the city. Telephone directories and official 
city directories were used as the source of store location.
Chapter VIII is a study of recent laws and court decisions per­
taining to retailing. Since 1930 a large number of laws, both 
federal and state, were passed which affect the operation of retail 
stores. Louisiana is no exception; in the period from 1932 to 1942 a 
number of important and controversial laws were passed. Only laws 
applying solely to retailing are covered. Particular sections of 
sane general state laws which pertain to retailing are covered, e.g., 
wage and hour laws.
Chapter IX presents a summary of the seven preceding chapters 
with definite conclusions as to recent trends in and present status of 
the Louisiana retail trade.
CHAPTER II
GENERAL TRENDS IN LOUISIANA RETAIL TRADE
Introduction
Retailing, by its very nature, tends always to be in a state of 
flux. New retail establishments are started daily and other retail 
establishments go out of business dally. Sales, employees, and pay­
rolls fluctuate greatly from week to week, month to month, and year 
to year. Because of these dynamics, it is well to stop from time to 
time and to take stock of actual developments in the field of retail­
ing. This chapter, and the following four chapters, presents some of 
the available recent census data on retailing in the State of Loui­
siana and attempts to point out the more important trends and changes.
Host of these data were obtained from the following publications 
of the United States Department of Commerce, Bureau of Census: Census 
of Business. 1929. Retail Trade: Census of American Business. 1933. 
Retail Distribution: Census of Business. 1935. Retail Distribution: 
Census of Business. 1939. Retail Distribution: and Census of Business. 
19AS. Retail Trade.
There are two Important limitations in working with these data. 
The first is the changes in classification and listings of stores from 
the census year to another. Every effort has been made to rework the 
data so that each year's data are comparable to all other years. The 
other problem is that stores are classified, of necessity, on the basis 
of major coemodity sale which means that a store's classification will 
not entirely reflect actual coemodity sales. The second is not so 
important as the first in as much as this is primarily a study of 
retail stores and not of commodity sales.
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Sales volume and retail outlets are quite often the only two 
measurements used in studying retail trade trends* A clearer and 
more accurate picture of retail trends is obtained by considering, 
besides sales volume and the number of outlets, the number of 
employees, payrolls of retail establishments, and active proprietors* 
These five types of information are used to present significant 
trends in Louisiana retail trade. From time to time other means such 
as average sales per store, average sales per employee, average sales 
per capita, percent of sales expended on payroll, and average income 
per employee are used* In considering these factors, actual dollar 
volumes of sales and payrolls are used; however, in order to get a 
truer picture of actual trends, it is necessary to remove some of the 
external factors, such as changing dollar values, for these data* By 
removing the effect of price change for these data, it is possible to 
present relative.changes in physical volume of goods* The dollar amounts 
are deflated by using index numbers that are applicable to each class 
and type of dollar data.
Even after deflating these values there are still factors that 
would prevent the data from showing the absolute growth* One of these 
factors is population change* For example, if food sales increased20 
percent from 1929 to 1948 and if the population of the state at the 
same time increased 20 percent, there would be no absolute gain in food 
sales* The gain in sales volume here is due to population growth and 
not to greater per capita consumption. In considering these data, an
11
effort is made to eliminate, where applicable, the effect of popu­
lation growth.
Developments in Louisiana Retail Trade
In 1929 there were 22,559 retail stores of all types in Loui­
siana (Table 1). By 1933 the number dropped to 22,239* but by 1935 
it was back to 22,615. The number had increased to 25*4&9 by 1939 
and in 194$ it was 29,693* which was an increase of 32 percent in 
outlets from 1929 to 1948* and a growth of 17 percent from 1939. The 
population of the state rose 23 percent from 1929 to 1948 and 11 per­
cent in the years from 1939 to 1948; thus the number of stores grew 
faster than the population. In the period from 1929 to 1948 every 
state in the United States, save one, showed an increase in the 
number of outlets. Two of the three contiguous states showed gains 
in outlets larger than Louisiana. Texas had an inorease of 44 percent, 
and Mississippi had an increase of 38 percent. Arkansas showed an 
inorease of 30 percent, which was less than that of Louisiana. La 
comparing actual outlets in these states in 1948, Arkansas and Miss­
issippi, with 22,243 and 21,541 respectively, had fewer stores than 
Louisiana, while Texas, with 90,674* had more.
In the period from 1939 to 1948 half the states had a drop.in 
outlets; however, all three of the surrounding states had increases. 
Arkansas and Texas had smaller gains than Louisiana, but Mississippi 
had a larger gain. For both periods the southern states of Alabama,
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Florida, Georgia, Tennessee, Kentucky, North Carolina, South Carolina 
had gains in the number of outlets*
An indication of the growth in the number of stores in comparison 
to population growth may be had by comparing the average nunber of per­
sons per outlet for each census year* In 1929 there was one retail 
outlet for every 93 persons in the state* In 1933 one for every 98 
persons and in 1935 one for every 99 persons* This trend was reversed 
in I939 when the number had dropped to one for every 92 persons, and by 
1948 this ratio was one to 87 persons* This ratio indicates that from 
1929 to 1935 the population of the state was growing faster than the 
number of stores, and from 1939 to 1948 store population was growing 
faster than population*
Retail sales in the state during 1929 were $469*755*000* The 
depression year of 1933 brought a much larger percentage drop in sales 
than in outlets* Sales during that year totaled $264,123*000* Each 
succeeding census year*s sales rose until in 1948 sales were 
$1,681,334*000; showing an increase of 258 percent from 1929* and an 
increase of 246 percent from 1939 when sales were $486,350*000* Sales 
for the entire nation increased 170 percent in the period frcrn 1929 to 
1948 (Table 2). During the same period, sales in the Southeast in­
creased 238 percent* The largest increase of any section was 242 per­
cent in the Far West* The retail sales in Louisiana Increased faster 
than the average increase for the entire nation and faster than any 
section of the United States*
Table 1. Outlets, Sales, Employees, Payrolls, and Proprietors, Louisiana Retail Trade for Years 1929, 
1933, 1935, 1939, and 1948, with Percent Change 1929 to 1948 and 1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-48
Percent
change
1939-48
Number of retail outlets 22,559 22,239 22,615 25,469 29,693 31 17
Retail sales Tolume (in thousands of dollars) 469,755 264,123 341,911 486,250 1,6a,334 258 246
Ntnber of employees 49,207 36,970 49,608 63,638 98,702 101 55
Payroll (in thousands of dollars) 47,698 32,156 36,369 49,000 164,600 245 236
Active proprietors (unincorporated businesses) 23,081 22,808 20,797 22,845 28,312 23 24
Average annual sales per outlet (dollars) 20,823 11,877 15,119 19,092 56,624 172 197
Average mmfcer of employees per outlet 2.2 1.9 2.2 2.5 3-3 50 32
Average salaries and wages per employee (dollars) 969 702 733 770 1,676 73 118
Percent of sales expended on payroll 16.15 11.51 10.64 10.08 9.79 — —
Average ntaiber of persons per outlet 93 98 99 92 87 6 6
Average per capita sales (dollars) 224 121 153 208 649 190 212
Source: United States Department of Connie re e, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. Ill; United States Department of Ccranerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3J and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933.
VjJ
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There were wide fluctuations in the average annual sales per 
outlet in the period from 1929 to 1948* In 1929 the average sales 
per store was $20,823• In no census year until 1948 did the average 
sales again reach this amount. In 1933 average sales had dropped to 
$11,877, by 1935 they were up to $15,119 and by 1939 to $19,092.
Average sales had jumped to $56,624 by 1948, an increase of 172 per­
cent from 1929«
In 1929 the per capita retail sales was $224* This amount drop­
ped sharply in 1933 bo only $121. Each year thereafter per capita 
sales rose. In 1935 it was $153* by 1939 it had risen to $208, and 
in 1948 the amount was $649* The 1948 amount was an increase of 190 
percent in the period from 1929 and an increase of 212 percent from 
1939* The per capita sales for the United States was $396 in 1929 and 
$890 in 1948 (Table 2). This was an increase of 124 percent. The per 
capita sales in the Southeast was $223 in 1929 and $637 in 1948— an 
increase of 186 percent which was the highest of any section of the 
United States. The highest dollar per capita sales was in the Far 
West which was $541 in 1929 and $1,024 in 1948. Therefore, in dollar 
amounts Louisiana is above the average for the Southeast but below the 
national average and well below the average in the Far West. The per­
centage gain in Louisiana was well above the gain for the entire nation 
and slightly higher than the gain in the entire Southeast.
By removing the effect of price changes on dollar sales, it is 
possible to detemine the changes in physical volume of sales. Deflated
15
Table 2• Sales of Retail Stores by Regions, 1929 and 1948*
Region
Retail sales Retail sales per capita
1929 1948 
(000,000) (000,000)
Percent
change
1929-48
1929 1948
Percent
change
1929-48
New Ehgland ♦ 3,732 ♦ 8,496 128 $460 $ 928 102
Middle East 14,014 32,764 134 467 944 102
Southeast 5,666 19,130 238 223 637 186
Southwest 3,089 9,249 199 345 845 145
Central 14,528 37,805 160 432 968 124
Northwest 2,920 7,543 158 397 990 149
Far West 4,381 14,977 242 541 1,042 89
United States 48,330 129,963 169 398 890 123
Source: United States Department of Commerce, Bureau of the Census, Census 
of Business 1948. Retail Trade. Area Statistics. Vol. Ill; United 
States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States 
Census Bureau, Census of American Business. Retail Distribution. 
Vols. 4-8, 1933.
sales for the five census years are shown in Table 3*
These deflated data indicate that the drop in physical volume 
during the depression was not so great as the dollar volume would 
indicate and that the Increase in the period from 1939 to 1948 was 
due in part to price change. In deflated dollar volume the drop 
from 1929 to 1933 was only 21 percent, from $469,755,000 to 
$369,403,000. By 1939 deflated sales were $593,712,000 or 26 percent 
above sales in 1929* Deflated sales in 1948 were $1,054,789,000, 
which was an increase of 125 percent from 1929 and an increase of 78 
percent from 1939* The gain in deflated sales indicates that the 
state had not only a tremendous growth in dollar sales but also in 
large growth in physical volume. Since the increase of 125 percent 
from 1929 to 1948 and 78 percent from 1939 to 1948 was much larger 
than the 23 percent and 11 percent growth in population for the two 
periods, the increases were due to an increase in per capita consump­
tion.
A comparison of average annual deflated sales per outlet indicates 
that there has been an absolute growth in the size of retail establish­
ments (Table 4)* In 1929 the average sales per store was $20,623.
This amount dropped to $16,611 in 1933 but increased in 1935 to $43,348. 
The next four years saw a large increase to $60,569* The average sales
2
The Index of Retail Prices published by the United States 
Department of Commerce was used to deflate sales. This index is for the 
specific purpose of deflating retail prices.
—  Table 3. Deflated Retail Sales for 1929, 1933, 1935, 1939, and 1948, with Percent Change in 
Deflated Prices for Each Tear.
Tear
Original
index
(1935-1939^-00)
New
index
(1929WL00)
Actual retail 
sales 
(000)
Deflated retail 
sales 
(000)
Percent change 
in deflated 
retail sales 
from 1929
Percent change 
in deflated 
retail sales 
from 1939
1929 120.9 100.0 $ 469,755 $ 469,755 - -
1933 86.5 71.5 264,123 369,403 - 21 -
1935 97.6 80.8 341,911 423,157 - 9 -
1939 99.0 81.9 486,250 593,712 26 -
1948 192.7 159.4 1,681,334 1,054,789 125 78
Source: U. S. Department of Commerce, Bureau of Foreign and Domestic Coexaerce, Survey of Current
Business. February, 1946, p. 31; D. S. Department of Conmerce, Bureau of Foreign and Domestic 
Conterce, 1949 Statistical Supplement to Surrey of Current Business, p. 27j and United States 
Department of Conferee, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3} and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols, 4-8, 1944*
H
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in 1948 amounted to $95,090, an Increase of 57 percent from 1939*
It is possible to say that the average store of 1948 was almost 
four times as large in physical sales volume as the average store 
in 1929.
By computing the per capita sales using deflated sales figures, 
it is possible to remove the effects of both price change and popu­
lation change and to ascertain the per capita sales potential for 
retailers. Deflated per capita sales was $224 in 1929; during the 
depression the amount dropped below this figure to $169 in 1933 and 
was $190 in 1935. The amount was $254 by 1939 and $4Q7by 1948. The 
latter was an increase of 82 percent from 1929 and a gain of 60 per­
cent from 1939.
Total paid employees in Louisiana retail trade rose 101 percent 
from 1929 when 49,207 persons were employed, to 1948 when 98,702 
persons were employed in retailing. Retail employment increased 55 
percent from 1939 to 1948. In 1933 there were only 32,156 persons 
employed in retailing in the state.
A comparison of the change in the number of employees with the 
change in the number of outlets may be made by computing .the average 
number of employees per outlet, 3h I929 the average number of 
employees per store was 2.2. This number dropped to 1.9 in 1933 but 
was back to 2.2 in 1935. The number rose sligitly to 2.5 in 1939 and 
by 1948 was 3*3 employees per store, which was an increase of 50 per­
cent from 1929 to 1948 with most of the gain taking place in the last
Table 4* Deflated Average Annual Sales Per Outlet, Payroll, Average Salaries and Wages Per Employee, 
and Average Per Capita Sales, with 1929 as the base year, for 1929, 1933, 1935, 1939, and 
1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.1/
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Average annual sales per outlet $20,823 $16,611 $18,711 $23,311 $35,523 23 52
Payrolls (000) 47,698 40,333 45,404 60,419 117,320 146 94
Average salary and wages per employee 969 931 915 949 1,195 23 26
Average per capita sales 224 169 190 254 407 82 60
a/ See text material for a discussion method used in deflating these figures.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Ret«-n Trade.
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940, Retail Trade, Vol. I, Part 3; and United States Census Bureau. Census of American 
Business, Retail Distribution. Vols. 4-8, 1933.
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ten years of the period. The rise in employees per store indicates 
that the average size of retail stores was moving upward.
Payrolls rose much more in the period from 1929 to 1948 than did 
employment. This increase is in part due to the devaluation of the 
dollar during this period. In 1929 retail payrolls were $47,698,000; 
they were $32,156,000 in 1933 but by 1935 had increased to $36,369,000 
and in 1939 stood at $49,000,000. By 1948 payrolls, $164,600,000,had 
increase 245 percent from 1929 and 236 percent from 1939*
The change in real salaries and wages paid by retailers may be
3
determined by deflating these payroll dollars. In 1939 the total pay­
roll payments by retailers in terms of deflated dollars were $47,698,000. 
These payments dropped to $43,946,000 in 1933 and dropped slightly more 
to $43,348,000 in 1935* During the next thirteen years payrolls increased 
rapidly. By 1939 the amount stood at $60,569,000, and by 1948 it was 
$95,090,000. The latter represents a rise of 99 percent from 1929 and 
an increase of 57 percent from 1939.
In actual dollars, the average salary and wage paid to retail 
employees in 1929 was $969. This amount dropped to $702 in 1933* The 
downward trend was reversed by 1935 when the average was $733; while in 
1939 it stood at $770. In 1948 it was $1,676, which was an increase of
3
The Consumer* s Price Index was used to deflate payroll figures.
only 73 percent from 1929 but an increase of 118 percent from 1939*
The deflated average salaries and wages per employee proved to 
be rather stable; it dropped from $969 in 1929 to $931 in 1933 end 
to $915 in 1935, but rose to $949 in 1939 and stood at $1,195 in 
1943* Thus, there was a gain of 23 percent in the real salaries and 
wages of retail employees from 1929 to 1948.
Although most of the above data dealing with payrolls have in­
creased during the 1929 to 1948 period, the percentage of sales 
spent on payrolls dropped each census year. In 1929 retail stores 
spent 16 percent of sales on payrolls. This percentage dropped to 
12 in 1933# H  in 1935, 10 in 1939, and a little below 10 in 1948.
There was relatively little fluctuation in the number of active 
proprietors of unincorporated businesses in Louisiana as compared to 
changes in outlets, sales volume, employees and payrolls. The number 
of proprietors has increased only 24 percent in the twenty-year period 
frcm 1929 to 1948. In 1929 there were 23,081 proprietors as compared 
to 28,312 in 1948. In 1935 the number was 20,799* In 1929 and 1933 
the number of proprietors slightly exceeded the number of outlets.
Summary
In general, the retail trade of Louisiana made great gains in 
the period from 1929 to 1948. During the period .'the nunber of outlets 
in the state increased 32 percent as compared to an inorease in popu­
lation of only 23 percent. The true growth of the retail trade of the
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state is best shown in other measures. Total dollar retail sales 
Increased 258 percent and deflated sales, which are a good indicator 
of physical volume, increased 125 percent. In order to handle this 
increase in volume, total employment in retailing increased 101 per­
cent. Since the increase in employment and sales was larger than 
the increase in outlets, the average annual sales per store and the 
average number of employees per store increased during the period.
The average annual dollar sales per outlet rose 172 percent and 
average annual deflated dollar sales per outlet increased 23 percent. 
The average number of employees per outlet was up 50 percent.
Total dollar payrolls increased 245 percent, which was more than 
employment but nob so much as sales. When the payroll figures are 
deflated, the increase was only 146 percent. While the average dollar 
salary or wage paid to retail employees increased 73 percent, the real 
wage as reflected by deflated salaries or wages showed a gain of only 
23 percent during the period. Since sales increased more than both 
employment and total payrolls, the percentage of sales spent on payrolls 
declined a great deal during the period.
The relative growth of the population of Louisiana and the growth 
of the retail trade of the state is indicated by the six percent drop 
in the average number of persons served by each retail outlet in the 
state and the 190 percent increase in the average per capita sales.
Even though there were large gains in the retail trade in the state 
from 1929 to 1948, there was much fluctuation during the period. In
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all measures, except deflated figures, there were declines in 1933 
from 1929 and, in most cases, the 1929 level was not reached until 
1939 or after. In general, the second half of the 1929 to 1948 
period had the greatest gains. This was true even after the effects 
of price changes were removed.
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CHAPTER III
TRENDS WITHIN THIRTEEN GENERAL CLASSES OF 
LOUISIANA RETAIL TRADE
Introduction
The trend of the total retail trade of the state is important to 
the extent that evidence is given of general changes taking place in 
the period from 1929 to 1948* In presenting total data, changes with­
in the different classes are obscured; therefore, a study of develop­
ments within these classes is necessary if a more complete analysis of 
retail trade is to be made. The classes studied here are those set up 
by the Bureau of Census and are used accordingly because of the com­
pleteness of the data by class totals.’*’
The following is a listing and description of the thirteen major 
groupings of retail trade used.2
The Food Group: The Food Group includes grocery stores, with and 
without fresh meat, bakeries, meat markets, fruit stores, vegetable 
markets, dairy-products stores, and other stores selling foods.
The Bureau of Census makes a practice of withholding data to 
avoid disclosure of information relating to a single outlet, but these 
data are included in the totals for the class.
2
For a more detailed description and for census definitions 
see Appendix A.
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Eating and Drinking Places: Eating and Drinking Places include
restaurants, cafeterias, lunchrooms, lunch counters, refreshment 
stands, and other places selling prepared food and drinks.
General Stores: This group includes dry goods stores and other 
stores selling other general lines of merchandise.
General Merchandise Group: This group includes department stores,
variety stores, and dry goods stores.
Apparel Group: The Apparel Group includes clothing, shoe, milli­
nery, hosiery, fur stores, and other stores selling wearing apparel.
Furniture, Furnishings, and Appliance Group: This group includes 
furniture.stores, home furnishing stores, and appliance stores.
Automotive Group: The Automotive Group includes new and used 
motor vehicle dealers, tire, battery and accessory dealers, motorcycle 
dealers and aircraft dealers.
Gasoline Service Stations: Includes only those retail establish­
ments which engage primarily in the sale of gasoline and other auto­
motive petroleum products.
Lumber, Building, and Hardware Group: Included in this group are
lumber yards, building material dealers, plumbing stores, paint stores, 
electric supply stores, hardware stores, and farm equipment stores.
Drug and Proprietary Stores: These are stores selling both pre­
scription and non-prescription drugs, medicines, cosmetics, toiletries, 
and other related lines.
Liquor Stores: These are stores which specialize in the sale of 
packaged alcoholic beverages.
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Second-hand Stores: This group includes stores that are engaged
in the selling of used merchandise.
Other Retail Stores: This group includes a larger number of 
stores not listed in other groups, such as fuel and ice dealers, hay, 
grain, and feed stores, jewelry stores, and stationery stores. In 
some census years, sane of the stores listed above in other groupings 
were included in this category.
Trends Within Thirteen General Classes
Number of Outlets
While there was an over-all increase of 32 percent in the number 
of retail outlets in Louisiana from 1929 to 1948 and 17 percent from 
1939 to 1948, among the different classes of outlets there was wide 
deviation from the state total (Table 5). In the period from 1929 to 
1948, ten groups showed increases in number and two showed decreases.
The Furniture, Furnishings, and Appliance Group increased from 
453 in 1929 to 1,094 in 1948, an increase of 142 percent, which was 
the largest increase by any class. Eating and Drinking Places rose 
from 2,697 to 6,169, or 129 percent. The Automotive Group also showed 
a large gain during the twenty-year period, from 509 to 1,136 for a 
percentage increase of 123. Drugs and Second-hand Stores were the most 
stable, with Drugs increasing 3 percent and Second-hand Stores increas­
ing 2 percent. The two groups showing decreases were General Stores
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and the Other Group. General Stores dropped in number from 3*140 to 
849, a decrease of 73 percent. The Other Retail Stores Group dropped 
9 percent.
In the period from 1939 to 1948, nine of the ten classes showed 
increase in the number of outlets; one class, Drugs, had no change, 
and three classes had decreases. The largest growth was in Liquor 
Stores, from 221 to 632, an increase of 186 percent. The second 
largest growth was in-the Furniture, Furnishing, and Appliance Group 
which increased 104 percent. The third largest gain was in the Lumber, 
Building, and Hardware Group which increased 90 percent, from 620 out­
lets to 1,180 outlets. General Stores decreased 44 percent in this 
period; Second-hand Stores decreased 39 percent; and Gasoline Service 
Stations decreased 15 percent.
In the period from the boom year of 1929 to the depression year 
of 1933* the total number of stores decreased from 22,559 to 22,329—  
a drop of about one percent, which was small considering the severity 
of the depression. By comparison the number of outlets in Mississippi 
declined 14 percent in 1933 from 1929; the number in Arkansas dropped 
11 percent; in New York there was a drop of 6 percent; and a drop of 
14 percent was experienced in Pennsylvania. Li Illinois, on the other 
hand, there was a small increase in the number of outlets in 1933 from 
1929.
The largest decrease was in the Food Group which decreased from 
8,937 to 8,175. General Stores decreased from 3*140 to 2,693* the
Table 5. Retail Trade Outlets, by Categories, in Louisiana, 1929, 1933, 1935, 1939, and 1948, 
with Percent Change from 1929 to 1948 and from 1939 to 1948.
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Percent Percent
Category 1929 1933 1935 1939 1948 change
1929-1948
change
1939-1948
Food group 8,937 8,175 9,196 10,300 11,583 29 12
Eating and drinking places 2,697 2,903 3,703 4,765 6,169 129 29
General stores 3,140 2,693 2,254 1,517 849 - 73 - 44
General merchandise group 781 805 666 799 957 23 20
Apparel group 957 761 790 956 1,221 28 28
Furniture, furnishings, appliance group 453 321 389 536 1,094 141 104
Automotive group 509 HA 396 578 1,136 123 97
Gasoline service stations 1,856 2,095 2,379 2,721 2,320 25 - 15
Lumber, building, hardware group 564 586 565 620 1,180 108 90
Drug and proprietary stores 864 883 877 892 892 3 0
Liquor stores - - 113 221 632 HA 186
Second-hand stores 137 244 235 225 139 2 - 39
Other retail stores 1,654 1,502 1,052 1,279 1,507 - 9 18
Total 22,559 22,239 22,615 25,469 29,693 32 17
Source: United States Department of Conxnerce, Bureau of the Census, Census of Business 1948. Retail 
Trade. Area Statistics. Vol. Ill; United States Department of Ccnmerce, Bureau of the Census, 
Census of Business 1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census 
• of American Business. Retail Distribution. Vols. 4-8, 1933-
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Apparel Group from 957 to 761} the Furniture, Furnishings, and 
Appliance Group from 453 to 321; and the Other Class from 1,654 to 
1,502. Data are not available on the Automotive Group, however, 
data for 1935 indicate that there was also a drop in this category. 
The remaining classes showed increases. The largest gain was in 
the Gasoline Service Station Group and in the Eating and Drinking 
Places Group.
Group Ranking by Outlets
A comparison of the ranking of the various classes, together 
with each as a percentage of the state total for the five census 
years, gives a Indication of changes that have taken place within 
the classes.
In the number of stores, the Food Group ranked first each year 
(Table 6). As a percentage of total outlets, the Food Group varied 
from a high of 41 percent in 1935 to a low of 37 percent in 1933.
In 1929 Eating and Drinking Places ranked third with 12 percent of 
the state*a total, but every year thereafter this group ranked second 
and in 1948 made up 21 percent of all stores. Thus, in 1948 almost 
six out of every ten retail outlets were engaged in selling some type 
of food or food product.
The greatest change in ranking took place in the General Store 
Class placing second with 14 percent of the total outlets in 1929, 
and dropping to eleventh place in 1948 with only 3 percent of all 
stores. The greatest variation in the other direction was in the
Table 6. Relative Proportion of Total Retail Outlets, by Categories, in Louisiana, 1929, 1933, 1935,
1939, and 1948.
Category
1929 1933 1935 1939 1948
Percent
of
total
outlets
Rank
Percent
of
total
outlets
Rank
Percent
of
total
outlets
Rank
Percent
of
total
outlets
Rank
Percent
of
total
outlets
Rank
Food group 40 1 37 1 41 1 40 1 39 1
Eating and drinking places 12 3 13 2 16 2 19 2 21 2
General stores 14 2 12 3 10 4 6 4 3 11
General merchandise group 3 8 4 7 3 8 3 8 3 9
Apparel group 4 6 3 8 3 7 4 6 4 5
Furniture, furnishings, appliance group 2 11 1 10 2 11 2 11 4 8
Automotive group 2 10 — — 2 10 2 10 4 7
Gasoline service stations 8 4 .9 4 11 3 11 3 8 3
Lumber, building, hardware group 3 9 3 9 2 9 2 9 4 6
Drug and proprietary stores 4 7 4 6 4 6 3 7 3 10
Liquor stores - - — — 1 13 1 13 2 12
Second-hand stores 1 12 1 11 1 12 1 12 0 13
Other retail stores 7 5 7 5 5 5 5 5 5 4
Total 100 100 100 100 100
Source: United States Department of Conmerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area
Statistics. Vol. IHj United States Department of Camerce, Bureau of the Census, Census of Business 1940.
Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American Business. Retail
Distribution. Vols. 4-8, 1933*
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Automotive Group which rose from tenth with 2 percent of outlets to 
third with 8 percent of total. The most stable groups relative to 
percentage of the state total were General Merchandise, Apparel and 
Drugs. Second-hand Stores ranked last each census year with the 
exception of 1935 when Liquor Stores ranked last.
Average Number of Persons Per Outlet
An analysis of the average number of persons per outlet within 
each class of stores gives a basis for comparing the relative change 
in the number of outlets with population change.
When all stores are considered, the rate of increase in stores 
was greater than the rate of population as evidenced by the decrease 
in the average number of persons per outlet from 92 in 1929 to 87 in 
194^ (Table 7)* In comparing individual groups, the average nunber
of persons per outlet in 1929 ranged from 235 per store in the Food
Group to 15,343 in the Second-hand Group. Other groups with snail 
ratios were General Stores with 669 to cme, and Gasoline Service 
Stations with 1,132 to one. In 1948 the Food Group still had the 
lowest ratio, 224 to one, and Second-hand Stores the highest, 18,640 
to one. The ratio in the Eating and Drinking Places had dropped to 
420 to one. In comparing the percent change from 1929 to 1948, six 
of the groups had decreases. These changes indicate that the number 
of outlets,was rising faster than the population of the state. 
Decreases ranged from 49 percent in the Furniture, Furnishings, and 
Appliance Group to one percent in the Gasoline Service Station Group.
Table 7« The Average Number of Persons per Outlet, by Categories, in Louisiana, 1929* 1933, 1935,
1939, 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
Category 1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Food group 235 266 242 227 224 - 5 - 1
Eating and drinking places 779 751 768 490 420 - 46 -14
General stores 669 809 988 1,539 3,051 356 98
General merchandise group 2,691 2,706 3,345 2,921 2,707 1 - 7
Apparel, group 2,196 2,862 2,820 2,441 2,122 - 3 -13
Furniture, furnishings, appliance group 4,640 6,785 5,728 4,353 2,368 - 49 -46
Automotive group 4,130 NA 5,626 4,038 2,281 45 -44
Gasoline service stations 1,132 1,040 936 858 1,117 - 1 30
Lumber, building, hardware group 3,727 3,717 3,594 3,764 2,195 - a -42
Drug and proprietary stores 2,433 2,466 2,540 2,616 2,901 19 11
Liquor stores NA NA 19,717 10,561 4,100 NA -61
Second-hand stores 15,3A3 8,926 9,481 10,373 18,640 21 80
Other retail stores 1,271 1,450 2,117 1,824 1,719 36 - 6
Total 93 98 99 92 87 - 6 - 5
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Rat*Hi Trade.
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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Other large*decreases were 46 percent in the Eating and Drinking 
Places and 41 percent in the Lumber, Building, and Hardware Group.
The Apparel Group declined only 3 percent. Of the group showing 
an increase in average number of persons per store, General Stores 
showed the largest with an increase of 356 percent. The General 
Merchandise Group showed the smallest gain of less than one percent. 
The Automotive Group showed a gain of 45 percent. In comparing 1939 
with 1948, nine of the thirteen groups decreased in the ratio of 
stores to population. The largest, 61 percent, was in the Liquor 
Group. Of the four groups in which there was an increase, the General 
Store Group had the largest, 98 percent. The other groups in which 
increases occurred were Second-hand Stores, the Gasoline Service 
Stations, and the Drugs and Proprietary Stores Group.
Sales Volume
An analysis of sales figures for the five census years shows 
that sales in all classes increased in the period from 1929 to 1948 
(Table 8). In all classes the increase in sales was larger than the 
increase in outlets. This rapid rise in sales can be explained in 
part by increases in prices, but it is due in part to an increase in 
physical sales volume. Total retail sales for the state in 1933 were 
$264,123,000, which was considerably less than that of the boom year 
I929 when sales were $469,755,000. Even though this was true, one 
group showed an increase in 1933 over 1929* The General Stores Group 
sales rose from $30,332,000 to $34,446,000, even though the number of
34
stores decreased from 3*140 to 2,693} thus indicating an over-all 
increase in physical volume and volume per outlet for this class*
Sales of Gasoline Service Stations dropped only slightly from 
$18,753,000 to $15,304*000. The largest drop in this four-year 
period was in the Lumber, Building, and Hardware Group which fell 
from $^0,447*000 to $12,560,000, followed closely by the Furniture, 
Furnishing, and Appliance Group, which dropped from $23,570,000 to 
$9,231,000.
By 1935 sales had started to increase and all groups had larger 
sales in 1935 than in 1933* but only three groups had sales that were 
larger than 1929. These groups were Eating and Drinking Places,
General Stores, and Gasoline Service Stations. By 1939 all groups 
had passed the 1929 dollar volume with the exception of the Furniture, 
Furnishings, and Appliance Group; the Automotive Group; and the Lumber, 
Building, and Hardware Group.
Sales in all groups during 1948 were well above 1929. The largest 
change in the twenty-year period was in the Eating and Drinking places 
Group which rose 651 percent. This group showed a gain in outlets of 
only 129 percent, thus the average sales per outlet increased greatly. 
The Food Group sales rose 357 percent during the period with an increase 
of only 29 percent in outlets. Sales of the Gasoline Service Stations 
increased' 319 -percent. The smallest gain was in General Stores Group 
where sales increased 38 percent, however, the number of outlets in 
this group decreased 73 percent. This increase in total sales with a
Table 8. Retail Trade Sales, by Categories, in Louisiana, 1929, 1933, 1935, 1939, and 1948, with
Percent Change from 1929 to 1948 and from 1939 to 1948.
Categoxy 1929
(000)
1933
(000)
1935
(000)
1939
(000)
1948
(000)
Percent
change
1929-1948
Percent
change
1939-1948
Food group 80,685 58,553 69,929 96,838 368,546 357 281
Eating and drinking places 18,770 14,281 25,621 38,967 140,901 651 262
General stores 30,332 34,446 36,674 30,332 41,903 38 38
General merchandise group 60,802 40,868 47,607 65,898 215,325 254 227
Apparel group 36,922 20,232 28,262 39,230 130,170 253 232
Furniture, furnishings, appliance group 23,570 9,231 13,220 22,417 94,093 299 320
Automotive group 68,802 32,131 46,345 62,212 276,834 302 345
Gasoline service stations 18,753 15,304 20,190 30,781 79,487 319 158
Lmaber, building, hardware group 40,447 12,560 18,036 35,635 148,330 267 316
Drug and proprietary stores 21,091 13,951 16,669 23,075 59,178 181 156
Liquor stores - - 1,564 2,797 24,853 NA 789
Second-hand stores 2,224 1,705 1,844 2,153 4,208 89 95
Other retail stores 30,531 10,861 15,947 22,861 97,506 219 327
Total 469,755 264,123 341,911 486,250:3,681,334 258 246 •
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Ret»~n Trade
Area Statistics. Vol. Ill; United States Department of Ccnmerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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drop in number of outlets indicates that the remaining store experi-
3
enced large increases in sales.
In most cases the largest part of the increase in sales took 
place in the period from 1939 to 1948. The largest gain during 
this period was experienced in the Liquor Stores Group which rose 
789 percent. There were no Liquor Stores reported in 1929 and 1933* 
The Furniture, Furnishing, and Appliance Group increased 345 percent, 
and the Other Retail Stores Group gained 327 percent. The smallest 
gain in sales was in General Stores which increased only 38 percent, 
and is noteworthy in view of the decrease in outlets of 44 percent.
Deflated Sales Volume
By removing the effect of price change, the growth in physical 
volume can be compared.^ A comparison of deflated sales for 1933 
with sales in 1929 shows quite a difference from a similar comparison 
of actual sales. On the basis of deflated sales, five groups showed 
gains in sales in 1933 over 1929 as compared to only one in actual 
sales dollar volume (Table 9). In comparing 1948 sales with 1929,
These ohanges in the General Stores Group were caused in 
part by changes in classification by the Bureau of Census. Many out­
lets which were classified in the General Stores Group in previous 
censuses were, classified in the Other Group in 1948.
4 -
The Index of Retail Prices published by the United States 
Department of Commerce was used to deflate dollar sales volume. See 
Table 3 for method used.
I '
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all groups, with the exception of one, showed increased in sales*
The group with a decline was the Qeneral Stores Group with a 
decrease of 13 percent. In number of outlets this group decreased 
73 percent. The remaining stores, therefore, had an increase in 
actual physical volume. The largest gain in deflated sales was in 
the Eating and Drinking Places Group which increased 373 percent.
The second largest gain was in the Food Group, an increase of 188 
percent. The two groups showing the smallest gains were the Drug 
and Proprietary Stores Group with an increase of 76 percent, and 
Second-hand Stores Group with an increase of 19 percent.
The average Increase for all classes from 1939 to 1948 was 78 
percent. The largest increase in this period was-made by the Liquor 
Stores Group which gained 357 percent. The Automotive Group also 
rose rapidly during this period with a gain of 219 percent. Second­
hand Stores Group and the Drug and Proprietary Stores Group were the 
most stable. General Stores Group was the only group to show a 
decline in sales from 1939 to 1948. Sales in this group decreased 
29 percent.
Group Ranking by Sales Volume
A comparison of the relative proportion of total sales and rank 
based on total sales volume gives quite a different picture than a 
similar comparison for outlets. The greatest recurrence is that the 
Food Group ranked first in sales each census year (Table 10). The
Table 9. Deflated Retail Sales, by Categories, in Louisiana, 1929, 1933, 1935, 1939, and 1948,
with Percent Change from 1929 to 1948 and from 1939 to 19483'
Percent Percent
1929 1933 1935 1939 1948 change change
'______  |_____________ 1929-1948 1939-1948
Food group' ♦ 80,685 ♦ 95,675 ♦ 92,255 ♦134,872 ♦ 232,374 188 72
Eating and drinking places 18,770 23,335 33,801 54,272 88,840 373 64
General stores 30,332 48,176 45,389 37,035 26,287 - 13 - 29
General merchandise group 60,802 57,158 58,920 80,462 135,084 122 68
Apparel group 36,922 26,551 33,645 44,988 75,812 105 69
Furniture, furnishings, appliance group 23,570 12,243 15,571 24,716 53,675 128 117
Automotive group 68,802 44,938 57,358 75,961 173,672 152 129
Gasoline service stations 18,753 21,404 24,988 37,583 49,866 166 33
Limber, building, hardware group 40,447 17,566 22,322 43,510 93,055 130 114
Drug and proprietary stores 21,091 19,512 20,630 7 28,175 37,125 76 32
Liquor stores - — 1,935 3,415 15,592 NA 357
Second-hand stores 2,224 2,385 2,282 2,629 2,640 19 0
Other retail stores 30,531 15,190 19,736 27,913 61,172 100 119
Total ♦469,755 ♦369,403 ♦423,157 ♦593,712 ♦1,054,789 125 78
a/ See text material for a discussion of method used in deflating these figures.
Source: United States Department of Connerce, Bureau of the Census, Census of Business 1948. Retail Trade 
Area Statistics. Vol. Ill; United States Department of Conaerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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percentage of total sales made In the Food Group was quite a bit 
lower than the group*s percentage of total outlets* The Food Group 
sales as a percentage of total sales ranged from a low of 17 percent 
in 1929 to a high of 22 percent in 1933* In 1948 the Food Group 
accounted for 22 percoit of all retail sales in the state* The Auto­
motive Group, which ranked tenth in the state for three.census years 
and seventh one year on the basis of outlets, ranked second in sales 
in 1929 and 1948* In 1933 this group ranked fourth and in 1935 and 
1939 it ranked third* In 1948 the Automotive Group accounted for 16 
percent of all retail sales made in the state. The General Merchandise 
Group, which ranked below seventh every census year in outlets, ranked 
third in 1929 and 1948 in sales and second the other three census years. 
This group accounted for 15 percent of total sales in 1933 and 13 per­
cent in 1948* The General Stores Group jumped from seventh, 6 percent 
of sales, in 1929 to third, 13 peroent of sales, in 1933* but by 1948 
had dropped to eleventh place with only 2 percent of total sales*
In outlets the two groups selling food and food products— the Food 
Group and Eating and Drinking Places Group— clearly dominated in 1948 
with over 60 percent of all outlets* This domination is not true in 
a comparison of sales* These two groups accounted for only about 30 
percent of all sales.
Average Annual Sales Per Outlet
An analysis of the average annual sales per outlet gives a better
Table 10. Relative Proportion of Total Retail Sales, by Categories, in Louisiana, 1929, 1933, 1935, 
1939, and 19A8.
Category
1929 _ _ 1933 1935 1939 19A8
Percent 
of Rank 
total 
sales
Percent 
of ] 
total 
sales
Rank
Percent
of
total
sales
Rank
Percent
of Rank 
total 
sales
Percent
of Rani' 
total 
sales
Food group 17 1 22 1 20 1 20 1 22 1
Rating and drinking places 4 10 5 7 7 6 8 4 8 5
General stores 6 7 13 3 11 4 6 8 2 11
General merchandise group 13 3 15 2 14 2 14 2 13 3
Apparel group 8 5 8 5 8 5 8 5 8 6
Furniture, furnishings, appliance group 5 8 3 11 3 11 5 11 6 8
Automotive group 15 2 12 4 14 3 13 3 16 2
Gasoline service stations 4 11 6 6 6 7 6 7 5 9
Lumber, building, hardware group 9 4 5 9 5 8 7 6 9 4
Drug and proprietary stores 4 9 5 8 5 9 5 9 4 10
Liquor stores — — - — a/ 13 1 . 12 1 12
Second-hand stores */ 12 1 12 1 12 a/ 13 */ 13
Other retail stores 7 6 4 10 5 10 5 10 6 7
Total 100 100 100 100 100
a/ Less than one-half of one percent.
Source: United States Department of Camerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Camnerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933*
indication of actual changes than an individual analysis of changes 
in outlets or sales because it includes both factors* This figure 
also gives an indication as to the average size of store within the 
different categories*
The group with the largest average annual sales was the Auto-* 
motive Group (Table 11), In 1929 the average annual sales for stores 
in this group was $135,171* Data are not available for 1933, but 
sales had dropped to $117,033 in 1935 and to $107,633 in 1939* By 
1948 these sales were averaging $243,692 per outlet. Second in sales 
volume was the General Merchandise Group, with sales in 1929 of $77,851* 
This amount dropped to $50,768 in 1933, 2*000 to $71,482 in 1935, and 
dropped in $68,931 in 1939* By 1948 the average sales for this group 
was $225,000* The smallest stores were found in the Eating and Drink­
ing Places Group and the. Food Group* The average sales for Eating and 
Drinking Places in 1929 was $6,959* In 1933 the average was down to 
$4,919, but by 1948 it had risen to $22,840* Average daily sales w«si
less than $14 in 1933, loss than $19 in 1929, and less than $65 in 
5
1948* The Food Group average annual sales increased from $9,018 in 
1929 to $31,810 in 1948* Average daily sales w « ®  less than $25 in 
1929 and less than $90 in 1948* Since there was considerable number of
Average daily sales was computed by dividing the average 
annual sales per outlet by 365* Since many small grocery outlets and 
restaurants stay open on Sunday, 365 was used*
Table 11. Average Annual Sales per Outlet, by Categories, in Louisiana Retail Trade, 1929, 1933»
1935# 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
Percent Percent
Category 1929 1933 1935 1939 1948 change change
_______________________ 1929-1948 1939-1948
Food group $ 9,018 ♦ 7,162 $ 7,604 $ 9,417 $ 31,810 253 238
Eating and drinking places 6,959 A,919 6,919 8,178 .22,840 228 174
General stores 9,660 12,791 16,271 19,995 49,356 411 147
General merchandise group 77,851 50,768 71,482 68,931 225,000 189 226
Apparel group 38,581 26,586 35,775 41,036 106,609 176 160
Furniture, furnishings, appliance group 52,031 28,757 33,984 41,823 86,008 65 106
Automotive group 135,171 NA 117,033 107,633 243,692 80 126
Gasoline service stations 10,104 7,305 8,487 11,312 34,262 239 203
Lumber, building, hardware group 71,714 21,433 31,922 57,476 125,703 75 119
Drug and proprietary stores 24,412 15,800 19,007 25,869 64,101 163 148
Liquor stores — NA 13,841 12,656 39,892 — 215
Second-hand stores 16,234 6,988 7,847 9,569 30,273 86 216
Other retail stores 46,683 7,231 15,159 17,874 64,702 39 260
Total $ 20,823 $11,877 $ 15,119 $ 19,092 $ 56,624 172 197
Source: United States Department of Conmerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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large supermarkets in the state in 1948 with sales over $100,000 
each, many of the stores had extremely small sales.
In the period from 1929 to 1948, the General Store Group had 
the greatest growth in sales per store with an increase of 411 per-
cent. The Food Group was second with a gain of 253 percent, with
\
Gasoline Service Stations third showing a rise of 239 percent. The 
smallest growth was in the Other Retail Store Group with an increase 
of 39 percent, and the Apparel Group with an increase of 65 percent. 
In considering the last ten years of the period, the Other Retail 
Stores Group showed the largest gain, 260 percent. The Food Group 
was second with a gain of 238 percent and General Stores third with 
226 percent. The total increase in the average size of stores for 
the 1939 to 1948 period was a gain of 197 percent.
Deflated average annual sales indicate that the Food Group's 
physical volume increased slightly during the early depression years 
with a large growth during the period from 1939 to 1948. Considering 
deflated sales, the 1933 volume per outlet was $11,703 as compared to 
$9,016 in 1929* There was a small decline to $10,032 in 1935> hut by 
1939 the amount was $13,116. Eating and Drinking Places also showed 
a large gain of 107 percent. The Appliance Group rose 61 percent, 
while the Furniture, Furnishings, and Appliance Group increased only 
5 percent.
Average Per Capita Sales by Group
The effect of the growing population of Louisiana from 1929 to
44
1948 can be removed from the sales figures by computing the per 
capita sales. For categories in 1929 the per capita sales was 
$224* This amount fell sharply in 1933 to $121 (Table 12). In 
1935 the amount had increased to $153 and in 1939 to $208. In 1948 
the per capita sales stood at $649, which was an increase of 189 
percent from 1929 to 1948. By reason of this drop in per capita sales 
during and following the depression years, the percentage gain from 
1939 to 1948 was even larger, an increase of 212 percent.
All groups showed increases during the 1929 to 1948 period, how­
ever, the rate of inorease varied greatly. The highest per capita 
sales w* 8i in the Food Group. In 1929 the per capita sales of stores 
in this group was $38. This amount dropped to $27 in 1933 but rose 
each census year thereafter to $142 in 1948, an increase of 274 per­
cent in the twenty-year period, with most of the gain taking place 
during the last ten years. The second largest per capita sales was 
in the Automotive Group. In 1929, this group averaged selling $33
worth of merchandise for each person in the state. In 1933 the amount
dropped to $1% but by 1935 it had increased slightly to $21 and by 
1939 stood at $27. The nexb ten years brought a large gain to $107 
in 1948, which was an increase of 224 percent from 1929 and 296 per­
cent from 1939* Third in line was the General Merchandise Group 
with per capita sales in 1929 of $29* This amount dropped to $19 in
1933 and stood at $21 in 1935. By 1939 the amount had almost reached
the 1929 level and was $28. Per capita sales was $83 in 1948, and
Table 12. Sales Per Capita in Louisiana, by Categories, 1929, 1933, 1935, 1939, and 1948, with
Percent Change from 1929 to 1948 and from 1939 to 1948.
Category 1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Food group $ 38 $ 27 $ 31 $ 41 $142 274 246
Eating and drinking places 9 7 11 17 54 500 218
General stores 14 16 16 13 16 14 23
General merchandise group 29 19 21 28 83 186 196
Apparel group 18 9 13 17 50 178 194
Furniture, furnishings, appliance group 11 4 6 10 36 227 260
Automotive group 33 19 21 27 107 . 224 296
Gasoline service stations 9 7 9 13 31 244 138
Lumber, building, hardware group 19 6 8 15 - 57 200 280
Drug and proprietary stores 10 6 7 10 23 130 130
Liquor stores — — 1 1 10 NA 900
Second-hand stores 1 1 1 1 2 100 100
Other retail stores 15 5 7 10 38 153 280
Total $224 $121 $153 $208 $649 190 212
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade.
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940, Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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represented a gain of 186 percent from 1929 and 196 percent from 
1939. The Eating and Drinking Places Group showed the greatest 
percent increase during the twenty years. In 1929 the average per 
capita sales for this group was only $9» This amount dropped to $7 
in 1933* By 1935 it had reached $11, in 1939 it stood at $17, and 
in 1948 it was $54, which was a jump of 500 percent from 1929 and 
418 percent from 1939*
The smallest change in per capita sales was in the General Stores 
Group. In 1929 the per capita sales for this group was $14* In 1933 
the average increased to $16, making it the only group to show a gain 
in 1933 over 1929. The amount remained at $16 in 1935 but dropped to 
$13 in 1939* In 1948 the amount rose to $16, an increase of 14 per­
cent from 1929 and of 23 percent from 1939*
Deflated Per Capita Sales by Group
By computing the average per capita sales using deflated amounts, 
it is possible to arrive at one figure that somewhat eliminates both 
price change and population growth, thus the absolute growth in the 
retail trade sales can be determined.
In 1929 the deflated per capita sales for all groups was $224 
(Table 13). By 1933 this had declined to $170, but each census year 
thereafter the amount increased. By 1935 it was $190 and in 1939 
had passed the average of 1929 and stood at $254* In 1948 deflated 
per capita sales was $407* a growth of 82 percent from 1929 and of 
60 percent from 1939* This rise indicates that the average person in
47
Louisiana was consuming approximately 82 percent more in 1948 than 
in 1929 and about 60 percent above that In 1939•
All groups had gains with the exception of the General Stores 
Group. In 1929 the deflated per capita sales for the General 
Stores Group was $14. This amount rose to $22 in 1933 but dropped 
to $20 in 1935# to $16 in 1939* and to only $10 in 1948, which was 
a decrease of 29 percent from 1929* Deflated per capita sales for 
the Food Group in 1929 was $38. This amount rose to $44 in 1933 but 
dropped to $41 in 1935. By 1939 the amount was up to $58 and by 
1948 stood at' $90, representing an increase of 151 percent from 1929 
to 1948. The Automotive Group deflated per capita sales in 1929 was 
$33, dropping to $21 in 1933> rising to $26 in 1935, and dropping 
back to $33 in 1939* By 1948 the amount was $67, an increase of 103 
percent from 1929, all of which took place during the last ten years 
of the period. Deflated per capita sales in the General Merchandise 
Group stood at $29 An 1929, with a drop to $26 in 1933 and remained 
there in 1935 but rose to $34 in 1939* By 1948 this 'amount was $52, 
an increase of 70 percent from 1929 and 53 percent from 1939. The 
Gasoline Service Station Group showed a rapid increase during this 
period from $9 In 1929 to $19 in 1948, a change of 111 percent. The 
largest gain was in the Liquor Store Group which increased from $1 
to $6 during the period 1939 to 1948, an increase of 500 percent.
Number of Employees
Although the number of outldbs and sales volume are perhaps the
Table 13. Deflated Sales Per Capita in Louisiana, by Categories, 1929, 1933, 1935, 1939, and
19A8, with Percent Change from 1929 to 1948 and from 1939 to 1948.
Percent Percent
Category 1929 1933 1935 1939 1948 change change
______________________________________________________________________ 1929-1948 1939-1948
Food group $ 38 $ 44 $ 41 $ 58 $ 90 151 55
Eating and drinking places 9 11 15 23 34 278 48
General stores 14 22 20 16 10 - 29 -37
General merchandise group 29 26 26 34 52 79 53
Apparel group 18 12 15 19 29 61 53
Furniture, furnishings, appliance group 11 6 7 11 21 91 91
Automotive group 33 21 26 33 67 103 103
Gasoline service stations 9 10 11 16 19 111 19
Lumber, building, hardware group 19 8 10 19 36 89 89
Drug and proprietary stores 10 9 9 12 14 40 17
Liquor stores — — 1 1 6 — 500
Second-hand stores 1 1 1 1 1 0 0
Other retail stores 15 7 9 12 24 60 100
Total $224 $170 $190 $254 $407 82 60
Source: United States Department of C earner ce, Bureau of the Census, Census of Business 1948. RetAil Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940, Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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best measurements of retail trade growth and development, retail 
employment and retail payrolls are also important measurements*
Aside from the fact that an analysis of retail employment and pay­
roll will give information as to general trends in retailing, much
additional information can be gained— such as the importance of
6
retailing as a source of employment and income payments*
In 1929 there were 49#207 persons employed in the retail trade 
of Louisiana (Table 14). During the depression year of 1933# the 
number dropped to 43#351* By 1935 the number had passed the 1929 
mark and stood at 49,608 and by 1939 was 63,638* In 1949 a total 
of 96,702 persons were employed, showing an increase of 101 percent 
from 1929 and of 55 percent from 1939*
Among the groups, the General Merchandise Group was the largest 
single employer* In 1929 this group employed 8,308 persons* After 
a slight drop to 7#600 in 1933# the number rose to 10,396 in 1939 and 
to 17»704 in 194®• Employment in this group in 1948 was 113 percent 
above 1929 and 70 percent above 1939* The seoond ranking group was 
the Food Group with 6,324 employed in 1929* This number increased to 
7,118 in 1939 and to 11,744 in 194®# for a gain of 86 percent from
6
These figures represent all paid employees, both full-time 
and part-time, working at the time the census was taken* Executives 
of corporations are included but proprietors of unincorporated 
businesses are not. Unpaid family workers are not included* In 
same groups, such as the Food Group, there were almost as many unpaid 
workers as paid; in others, such as the General Merchandise Group, un­
paid workers were less than 2 percent of paid workers* Thus, these 
figures do not represent all persons employed in retailing but only 
those persons who are paid a salary or wage*
Table 14* 3nployees,— by Retail Trade Categories, In Louisiana, 1929, 1933, 1935, 1939, and 1948,
with Percent Change from 1929 to 1948 and fran 1939 to 1948*
Category 1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
chanjge
1939-1948
Food group 6,324 7,118 8,705 9,275 11,744 86 27
Eating and drinking places 5,238 5,182 8,726 11,591 19,264 268 61
General stores 4,341 3,126 2,971 2,475 1,561 - 65 -37
General merchandise group 8,308 7,680 7,756 10,396 17,704 113 70
Apparel group 3,735 3,098 3,793 4,881 7,620 104 56
Furniture, furnishings, appliance group 2,877 1,961 2,166 3,334 5,350 82 60
Automotive group 5,153 NA 3,989 5,793 9,780 90 69
Gasoline service stations 2,396 2,231 2,901 3,858 5,167 116 34
Lumber, building, hardware group 3,454 2,393 2,418 4,090 7,563 119 85
Drug and proprietary stores 3,009 2,781 3,081 4,091 5,179 72 27
Liquor stores - NA 202 293 874 NA 198
Second-hand stores 302 349 457 399 359 19 - 10
Other retail stores 4,070 3,070 3,643 3,162 5,774 42 83
Total 49,207 43,351 49,608 63,638 98,702 101 55
a/ Employees include executives of corporations but not proprietors of unincorporated businesses.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census. Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
vn
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1929 and 27 percent from 1939. The Eating and Drinking Places Group 
was ranked third on the basis of the over-all period but first in 
1948. Employment in this group increased from 5,238 in 1929 to 
11,591 in 1939 and to 19,264 in 1948* The increase of 268 percent 
from 1929 and 61 percent from 1939 was the largest of any group. The 
second largest increase was in the Lumber, Building, and Hardware 
Group which rose from 3,454 in 1929 to 7,563 in 1948,- an increase of 
119 percent. This group was closely followed by the Gasoline Service 
Station Group which had a gain of 116 percent from 2,396 in 1929 to 
5,167 in 1948.
Only one group, the General Stores Group, showed a decline in 
employment. In 1929 this group employed 4,341 persons, but the number 
declined each census year thereafter. In 1933 employment had declined 
to 3,126 in 1935 to 2,971, in 1939 to 2,475, and in 1948 to only 1,561. 
This was an over-all decline of 65 percent and a decline of 37 percent 
from 1939*
Average Number of Employees Per Outlet
The above figures indicate that retail employment was increasing 
auoh faster than outlets but not so rapidly as sales. The average 
number of employees per store gives an indication of the relative 
growth in employees and outlets*. The average number of employees per 
store is meaningful in so far as increasing or decreasing need for 
employees would be reflected in paid employees more than non-paid 
family workers.
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The average number of employees per outlet in 1929 was 2.2 
(Table 15). During the depression year of 1933 this number dropped 
to 1.9 but each year thereafter the average employees per outlet 
increased. Dy 1935 it was back to 2.2 employees per store, and the 
average was 2.5 in 1939* In 1948 this number was 3»3 per store, an 
increase of 50 percent from 1929 and 32 percent from 1939* This 
increase, viewed in light of the greater increase in total deflated 
dollar sales and deflated average sales per outlet, indicates that 
the productivity of employees increased greatly during the period.
Among the different categories, nine groups showed gains in the 
average number of employees from 1929 to 1948 and three showed 
losses. For the 1939 to 1948 period, seven showed increases, one no' 
change, and five declines. The General Merchandise Group had the 
largest number of employees per store with 10.6 in 1929 and 18.5 in 
1948. The number of employees in this group increased 75 percent 
from 1929 and 42 percent from 1939* This group had by far the largest 
average number of employees per outlet. The increase in deflated 
annual sales per store for this group from 1929 to 1948 was 81 per­
cent, which indicates a small rise in the productivity of employees. 
The General Merchandise Group offers a good comparison^since the 
number of proprietors and non-paid family employees within the group 
is small. It should be remembered, however, that outlets in this 
group usually employ a larger number of non-selling than outlets in 
any other group.
Table 15* Are rage Ntanber of finployees Per Store, by Categories, in Louisiana Retail Trade, 1929,
1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
Category 1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Food group .7 .9 .9 .9 .9 29 0
-Eating and drinking places 1.9 1.8 2.4 2.4 .7 -63 -71
General stores 1.4 1.7 1.3 1.6 1.8 29 12
General merchandise group 10.6 9.5 11.6 13.0 18.5 75 42
Apparel group 3.9 4.1 4 .8 5.1 6.2 59 22
Furniture, furnishings, appliance group 6.4 6.1 5.6 6.1 4.9 -23 -21
Automotive group 10.1 NA 10.1 10.0 8.6 -15 -14
Gasoline service stations 1.3 1.1 1.2 1.4 2.2 69 57
Lumber, building, hardware group 6.1 4.1 4.3 6.6 6.4 5 - 3
Drug and proprietary stores 3.5 3.1 3.5 4.6 5.8 66 26
Liquor stores — NA 1.8 1.3 . 1.4 NA 8
Second-hand stores 2.2 1.4 1.9 1.8 2.6 18 44
Other retail stores 6.2 2.0 2.5 4.5 3.8 39 -16
Total 2.2 1.9 2.2 2.5 3.3 50 32
Source: United States Department of Conmerce, Bureau of the Census, Census of Business 1948. Retail Trade.
Area Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940* Retail Trade. Vol. I, Part 3} and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1953.
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The group with the second largest number of paid employees was 
the Automotive Group* Employment in this group was quite stable 
from 1929 to 1939 at about 10 per outlet, however, in 1948 the number 
dropped to 8*6* For the 1929 to 1948 period there was a rise of 13 
percent in deflated average sales per outlet* The smallest average 
number of employees was in the Food Group* This group had an average 
number of *7 in 1929 and *9 in all other census years, but it had a 
large number of proprietors and non-paid family workers so that the 
small, number is not representative of the number of persons actually 
working in the stores of this group.
Payrolls
Payrolls of Louisiana retail trade rose 245 percent from 1929 to 
1948 and 236 percent from 1939 to 1948 (Table 16). In 1929 the dollar 
amount of payrolls was $47,698,000. This volume dropped to $20,411,000 
in 1933 but rose to $36,369,000 by 1935, and in 1939 was $49,000,000*
The nextten years saw a large gain to $164,600,000 in 1948.
The largest payroll was that of the General Merchandise Group*
In 1929 it was $7,247,000 and by 1939 payroll had increased to $8,239,000, 
and by 1948 to $27,943,000. This was an increase of 286 percent from 
1929 and of 239 percent from 1939* The second largest dollar payroll was 
in the Automotive Group, with $6,817,000 in 1929, and $6,943,000 in 1939, 
with an increase to $24,789,000 in 1948. This rise in sales volume 
represented an increase of 263 percent from 1929 and 257 percent from 
1939* In considering the increase in payroll from 1929 to 1948, the Eating
Table 16. Payrolls, by Retail Trade Categories, in Louisiana, 1929* 1933» 1935, 1939, and
1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
Percent Percent
Category 1929 1933 1935 1939 1948 change change
 (000) (000) (000) (000) (000) 1929-1948 1939-1948
Food group $ 4,632 ♦ 4,275 1 4,723 $ 5,436 $ 16,582 258 205
Eating and drinking places 2,947 2,488 4,885 5,315 20,193 585 280
General stores 3,845 2,105 2,155 1,796 2,108 - 46 17
General merchandise group 7,247 5,275 5,873 8,239 27,943 286 239
Apparel group 4,577 2,513 3,363 4,433 13,328 191 201
Furniture, furnishings, appliance group 3,914 1,756 2,150 3,687 12,117 210 229
Automotive group 6,817 NA 4,739 6,943 24,789 263 257
Gasoline service stations 2,169 1,665 2,072 2,540 7,166 230 182
Lumber, building, hardware group 4,088 1,985 2,286 4,812 16,730 310 247
Drug and proprietary stores 2,525 1,837 2,165 2,678 7,064 180 164
Liquor stores — NA 128 186 1,332 NA 616
Second-hand stores 328 282 325 305 700 113 130
Other retail stores 4,613 2,375 2,505 3,317 12,335 167 271
Total $47,698 $30,411 $36,369 $49,000 $164,600 245 236
Source: United States Department of Caanerce, Bureau of the Census, Census of Business 1948, Retail Trade
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade: Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1953.
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and Drinking Places Group showed the largest with a gain of 585 per­
cent. In 1929 the payroll in this group was $2,947*000, it had in­
creased to $5,315,000 in 1939, and in 1948 it was $20,193,000. The 
Lumber, Building, and Hardware Group also showed a large increase of 
310 percent from 1929, when its payroll was $4,086,000, to 1948 when 
its payroll was $16,730,000.
The General Stores Group was the only group to show a decline 
in payroll. In 1929 payroll in this group was $3,845,000, by 1939 
this had declined to only $1,796,000, but in 1948 the amount increased 
to $2,108,000. This number was a decrease of 46 percent from 1929; it 
was smaller, however, than the drop in outlets, sales, and employees.
Deflated Payrolls
Deflated payrolls may be computed to remove the effect of price 
7
changes. Of course, changes in the deflated payrolls were not so 
great as in the case of actual dollar payrolls. In 1929 total payrolls 
amounted to $47,698,000 (Table 17)* There was a email decline to 
$40,333,000 in 1933, but after 1935 this downward trend was reversed; 
by 1939 payrolls were $60,419,000, and by 1948 they had risen to 
$117,320,000. The total deflated payroll was 146 percent above the
All payroll amounts were deflated with the Consumer* s Price 
Index which is prepared by the Bureau of Labor Statistics. The index 
was changed to a base of 1929 so that changes for the 1929 to 1948 
period could be noted.
Table 17* Deflated Retail Trade Payroll, by Categories, in Louisiana, 1929* 1933* 1935, 1939, and
1948, .with Percent Change from 1929 to 1948 and from 1939 to 1948*
Percent Percent
Category 1929
(000)
1933
(000)
1935
(000)
1939
(000)
1948
(000)
change
1929-1948
change
1939-1S
Food group ♦ 4,632 $ 5,670 $ 5,896 $ 6,706 $ 11,819 155 76
Eating and drinking places 2,947 3,300 4,850 6,564 14,393 388 119
General stores 3,845 2,792 2,690 2,215 1,502 - 61 - 32
General merchandise group 7,247 6,996 7,332 10,159 19,917 175 96
Apparel group 4,577 3,333 4,197 5,466 9,500 108 74
Furn&ure, furnish&Dtts,. appliance group 3,914 2,329 2,684 4,546 8,636 121 90
Automotive group 6,817 HA 5,916 8,561 17,669 159 106
Gasoline service stations 2,169 2,208 2,587 3,132 5,108 136 63
Lunfcer, building, hardware group 4,088 2,633 2,854 5,933 11,924 192 101
Drug and proprietary stores 2,525 2,436 2,703 3,302 5,035 99 52
Liquor stores — ■ - 160 229 949 NA 314
Second-hand stores 328 374 406 376 499 52 32
Other retail stores 4,613 3,149 3,127 4,090 8,792 91 115
Total $47,698 $40,333 $45,404 $60,419 $117, 320 146 94
Source: United States Department of Cccmerce, Bureau of the Census, Census of Business 1948. Reta-n Trade. 
Area Statistics. Vol. Ill; United States Department of Cccmerce, Bureau of the Census, Census of 
Business 1940* Retail Trade. Vol. I, Part 3* and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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payroll in 1929 and 94 percent above 1939. Since there was a 
smaller gain in the number of employees than in deflated payrolls, 
the real wages paid by retail stores and received by their employees 
rose during the period from 1929 to 1948.
The Eating and Drinking Places Group showed the largest gain 
in deflated payroll, from $2,947,000 in 1929 to $14,393,000 in 
1948, an increase of 388 percent. The Lumber, Building, and Hard­
ware Group was second with a rise of 192 percent; the General Mer­
chandise Group was third with 159 percent. The General Stores Group 
was the only group to have a decline. Payrolls in this group dropped 
from $3,845,000 in 1929 to $1,502,000 in 1948, a decrease of 61 per­
cent.
Average Salaries and Wages per Qnployee
6
In 1929 the average salaries and wages per employee was $969.
In 1933 this amount dropped to $702, but by 1935 it was back to $733 
and in 1939 a rise to $770. By 1948 the amount had Increased to $1,676 
for a gain of 73 percent from 1929, and 118 percent from 1939 (Table 18).
All the groups had gains from 1929 to 1948 and from 1939 to 1948.
3h most cases the percent of increase from 1939 was larger than the 
increase for the entire period because of the drop from a rather high
The average wage per employee was computed by dividing the 
total payroll by the total number of full-time paid employees.
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amount In 1929* The four groups with the highest average salaries 
and wages per employee wBre: The Automotive Group; the Furniture,
Furniture, Furnishings, and Appliance Group; the Apparel Group; and 
the Lumber, Building, and Hardware Group. The average salaries or 
wages in the Automotive Group in 1929 was $1,331* Data are not 
available for 1933# but in 1935 this amount was $1,186 and in 1939 
it was $1,199* By 1948 it had increased to $2,535, an increase of 
90 percient from 1929 and an increase of 111 percent from 1939. In 
the Furniture, Furnishings, and Appliance Group, the 1929 amount 
was $1,360. Salaries and wages in this group decreased to $895 in 
1933# but started an upward trend in 1935 when the amount was $933* 
In 1939 and 1948 salaries and wages stoood at $1,106 and $2,265, 
respectively. The 1948 amount was 67 percent above the 1929 amount 
and 105 percent above 1939* The Apparel Group had average salaries 
and wages of $1,225 in 1929# which dropped to $811 in 1933 but by 
1948 stood at $1,749# an increase of 43 percent from 1929* The 
Lumber, Building, and Hardware Group rose 89 percent frcm $1,172 in 
1929 to $2,212 in 1948. The lowest paid were the employees of the 
Eating and Drinking Places Group. In 1929 the average for this group 
was $563. The average Income per employee in the Eating and Drinking 
Places Group dropped to $480 in 1933 and even lower to $459 in 1939, 
however, by 194® this amount was $1;048. Thus, employees in the 
Eating and Drinking Places Group received an average income in 1948 
that was 86 percent larger than in 1929 and 128 percent larger than
Table 18* - Average Annual Salaries or Wages per EnpLoyee, by Categories, in Louisiana Retail Trade,
1929, 1933, 1935, 1939, and 1948, with Percent Change fran 1929 to 1948 and from 1939
to 1948.
Category 1929 1933 1935 1939 1948
Percent'*
change
1929-1948
Percent
change
1939-1948
Food group $ 732 $ 601 $ 543 $ 586 $1,412 93 141
Eating and drinking places 563 480 445 459 1,048 86 128
General stores 886 673 725 726 1,350 52 86
General merchandise group 872 686 757 793 1,013 16 28
Apparel group 1,225 811 887 908 1,749 43 97
Furniture, furnishings, appliance group 1,360 895 993 1,106 2,265 67 105
Automotive group 1,331 NA 1,168 1,199 '.2,535 90 111
Gasoline service stations 905 746 714 658 1,377 52 109
Lumber, building, hardware group 1,172 833 945 1,177 2,212 89 68
Drug and proprietary stores 839 661 703 655 1,364 62 106
Liquor stores NA NA 634 635 1,524 NA 140
Second-hand stores 1,086 808 711 764 1,950 80 155
Other retail stores 1,133 774 947 1,049 2,137 89 104
Total 969 702 733 770 1,676 73 118
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948« Retail Trade, 
Area Statistics. Vol. Ill; United States Department of Ccmmerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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in 1939. The second lowest average amount was in the Food Group.
Fran $732 in 1929, it dropped to $601 in 1933 and to $586 in 1939 
but by 1948 the average had increased to $1,412— an increase of 98 
percent from 1929. The percentage gain in the Food Group from 1929 
to 1948 was the largest of any group for this period. The smallest 
gain was in the General Merchandise Group which rose only 16 percent 
from 1929 to 1948 and 28 percent from 1939 to 1948.
Deflated Average Annual Salaries and Wages per Qnployee
Deflated average annual salaries and wages per employee are the 
best indications of changes in real wages received by employees. Over 
the twenty-year period the total deflated salaries and wages received 
by employees more than doubled, although the depression brought a 
drqped in 1933 from 1929* 2h 1929 the average for all groups was 
$969 (Table 19)* This amount dropped to $931 in 1933 and even lower 
to $915 in 1935* In 1939 the average income per employee was up to 
$949 and by 1948 to $1,195. Thus, the real wages of employees in the 
retail trade rose about 23 percent during the period from 1929 to 1948.
For the 1929 to 1948 period, all but one of the groups showed 
increases in deflated salaries and wages per employee. Over the twenty- 
year period the employees in the Automotive Group fared the best on 
the basis of amount of income received per employee; however, the 
employees of the Food Group made the largest gain in real wages. In 
1929 the deflated average income per employee in the Automotive Group
Table 19. Deflated Average Annual Salaries and Wages per Snplqyee, by Categories, in Louisiana,
1929, 1933, 1935# 1939* and 1948, with Percent Change from 1929 to 1948 and from 1939
to 19A8
Category 1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Food group $ 732 $ 797 $ 678 $ 722 $1,006 39 39
Sating and drinking places 563 637 556 566 747 33 32
General stores 886 892 905 895 962 9 8
General merchandise group 872 910 945 978 722 -17 -26
Apparel group 1,225 1,076 1,107 1,120 1,247 2 11
Furniture, 'furnishings, appliance group 1,360 1,187 1,240 1,363 1,614 19 18
Automotive group 1,331 NA 1,483 1,478 1,807 36 22
Gasoline service stations 905 989 891 811 981 8 21
Lumber, building, hardware group 1,172 1,105 1,180 1,451 1,577 35 9
Drug and proprietary stores 839 877 878 808 972 16 20
Liquor stores NA NA 792 783 1,086 NA 39
Second-hand stores 1,086 1,072 888 942 1,390 28 48
Other retail stores 1,133 1,027 1,182 1,293 1,516 34 17
Total 969 931 915 949 1,195 23 26
Source: United States Department of Ccmmerce, Bureau of the Census, Census of Business 191*8, Retail Trade.
Area Statistics. Vol. HIj United States Department of Coenerce, Bureau of the Census, Census of 
Business 191*0. Ret»~n Trade. Vol. I, Part'3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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was $1,331. Data are not available for 1933, but the amount was 
$1,483 in 1935j $1,478 in 1939; and $1,807 in 1948. Thus, the 
1948 amount was an increase of 36 percent from 1929 and a gain of 
22 percent from 1939. The largest increase was in the Food Group 
which rose 39 percent from 1929 to 1948; however, in dollar amounts 
the Food Group employees were among the lowest paid* The lowest 
paid employees were in the Eating and Drinking Places Group. In 
I929 the average per employee was $732, with a gain of 33 percent; 
the average reached $747 in 1948. The only loss in real wages was 
in the General Merchandise Group. In 1929 employees averaged $872 
per year, but after a rise to $978 in 1939, this average had drdpped 
to $722 by 1948 for a decrease of 17 percent from 1929 and of 26 per­
cent from 1939*
Percent of Sales Expended and Payrolls
In considering all groups, the percentage of sales spent for 
payrolls has been rather stable (Table 20). In 1929 it was 10 per­
cent; in 1933 an. increase to 12 percent; in 1935 and 1939 a drop 
of 11 percent and 10 percent, respectively. By 1948 the percentage 
of sales spent for payrolls was a little below 10 percent. It has 
already been pointed out that sales, both actual dollar and deflated 
amounts, increased faster than both actual and deflated payrolls, 
and that deflated average salaries and wages rose about 25 percent; 
this then is another indication of a slight increase in productivity 
in physical sales volume of retail employees.
Among the groups there was wide variance, both in the percent­
age of sales expended for payrolls from year to year and also from 
the average percentage for all groups. The three groups expending 
the highest percent of sales on payrolls were: The Furniture, •
Furnishings, and Appliance Group; the Other Retail Stores Group; and 
the Eating and Drinking Places Group. The Furniture, Furnishings, 
and Appliance Group expended 17 percent of sales on payrolls in 1929! 
in 1933 the percentage was 19 and in 1935 the percentage was a little 
over 16. In 1948 it was down to 13 percent. The Other Retail Stores 
Group ranged from a high of 22 percent in 1933 to a low of 13 percent 
in 1948. The Eating and Drinking Places Group ranged from a hiffr of 
19 percent in 1935 to a low of 14 percent in 1948. The two groups 
with the smallest percentage of sales expended on payrolls were: The
Food Group, which ranged from a low of five percent in 1948 and a 
high of seven percent in 1933; and the General Stores Group which 
ranged from a low of five percent in 1948 to a high of 13 percent in 
1929. The two most stable groups were the General Merchandise Group 
and the Drug and Proprietary Stores Group.
Number of Proprietors
The number of proprietors in Louisiana retail trade corresponds 
favorably to the number of retail outlets (Table 21). 3h 1929 there 
were 23,081 proprietors in Louisiana retail trade. The number dropped 
to 22,808 in 1933 and to 20,797 in 1935. This drop was much larger
Table 20. Percent of Sales Expended on Payroll, by Categories, In Louisiana, 1929* 1933» 1935,
1939, and 1948.
Category 1929 1933 1935 1939 1948
Food group 6 7 7 6 4
Eating and drinking places 16 17 19 14 14
General stores 13 6 6 6 5
General merchandise group 12 13 12 12 13
Apparel group 12 12 12 11 10
Furniture, furnishings, appliance group 17 19 16 16 13
Automotive group 10 — 10 11 9
Gasoline service stations 12 11 10 8 9
Lumber, building, hardware group 10 16 13 14 11
Drug and proprietary stores 12 13 13 12 12
Liquor stores — — 8 7 5
Second-hand stores 15 17 17 14 17
Other retail stores 15 22 16 15 13
Total 10 12 11 10 10
Source: United States 'Department of Commerce, Bureau of the Census, Census of Business 1948* Retail Trade.
Area Statistics. Vol. HI; United States. Department of Comnerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
O'
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Table 21. Proprietors in Retail Trade, by Categories, in Louisiana, 1929, 1933* 1935, 1939, and
1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
Percent Percent
Category 1929 1933 1935 1939 1948 change change
________________________________________________________ 1929-1948 1939-1948
Food group 9,656 8,711 9,806 9,708 11,341 17 17
Eating and drinking places 3,037 3,221 3,744 4,550 6,192 104 36
General.stores 3,491 2,961 2,166 1,420 850 - 76 -40
General merchandise group 707 734 510 582 710 . 0 22
Apparel group 824 629 528 652 1,042 26 60
Furniture, furnishings, appliance group 319 245 280 358 791 148 120
Automotive group 3A4 NA 221 396 1,072 212 171
Gasoline service stations 1,592 1,889 2,206 2,487 2,274 43 - 10
Lumber, building, hardware group 453 501 362 485 1,042 130 115
Drug and proprietary stores 872 851 703 732 781 - 10 7
Liqupr stores NA NA 85 172 540 NA 214
Second-hand stores 140 267 225 215 132 - 6 - 39
Other retail stores 1,646 1,405 859 1,088 1,365 - 17 25
Total 23,081 22,808 20,797 22,845 28,312 23 24
Sources United States Department of Commerce, Bureau of the Census, Census of Business 1948. Ret^i Trade. 
Area Statistics. Vol. Illj United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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than the decline in the number of stores and Indicates that most of 
the business failures during this period was in the sole proprietor 
or partnership types of business, or that a large number of the 
businesses started were of the corporate form. By 1939 there were 
22,845 active proprietors and 28,312 in 1948* Thus, the number of . 
proprietors increased 23 percent from 1929 and 24 percent from 1939* 
Among the groups all showed increases except two. General Stores 
decreased 76 percent during the period and Drugs and Proprietary Stores 
10 percent. The largest gain was in the Automotive Group, which had an 
increase of 212 percent.
Summary
Among the thirteen major classes of retail outlets, there are wide 
divergencies from the general retail picture of the state. While there 
was an increase of 32 percent in the total number of outlets in the 
state, the number of outlets in the Furniture, Furnishings, and Appli­
ance Group rose 142 percent and outlets in the General Stores Group 
decreased 73 percent. Outlets specializing in the sale of food and 
food products, the Food Group and Eating and Drinking Places Group, 
clearly dominated all other groups, making up over 50 percent of all 
outlets in 1929 and about 60 percent of all outlets in 1948. This 
dominance was not time in sales since these two groups accounted for 
only 21 percent of all sales in 1929 and 30 percent in 1948. In 
number of outlets, the Automotive Group and the General Merchandise
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Group do not appear to be too important, but when sales are con­
sidered these two groups are among the most important in the state. 
Together they accounted for approximately 30 percent of all sales 
in the state in 1948. The Eating and Drinking Places Group made 
the greatest dump in total sales during the period. Sales by this 
group in 1948 were 65 percent larger than in 1929* The greatest 
gains by the individual outlets of a group, rather than as a group, 
were made by the outlets in the General Stores Group. These gains 
were brought about by a large drop in the number of outlets in the 
group and an over-all increase in sales and is reflected in an 
increase of over 400 percent in average sales per outlet. Even so, 
the average deflated sales per capita made by the group decreased 
29 percent during the period. The Eating and Drinking Places Group 
had the largest gains in sales per capita with an increase of 278 
percent.
In total retail employment and payrolls, the General Merchandise 
Group, Automotive Group, and the Eating and Drinking Places Group 
were the leaders. As to changes in relative positions during the 
period, the groups making the largest gains were Eating and Drinking 
Places and Lumber, Building, and Hardware, while the General Stores 
Group was the only group showing a decrease. The Automotive Group 
and the Furniture, Furnishings, and Appliance Group were the leaders 
in average pay per employee. Deflated average income per employee 
indicates that the retail employee of all groups, except the General
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Stores Group, experienced a small gain in real wages* The largest 
gain was 39 percent in the Food Group and the only loss was a drop 
of 17 percent in the General Stores Group.
In general, it is evident that the Food Group and Eating and 
Drinking Places dominate the retail trade of Louisiana in number of 
outlets. In all other measures the most important groups are the 
General Merchandise Group, the Automotive Group, and the Furniture, 
Furnishings, and Appliance Group. Although it is still of great 
importance in the total retail trade of the state, the General Store 
Group is declining in importance, but not so much as the census data 
seems to indicate because data for this Group are not totally com­
parable.
CHAPTER IV
TRENDS WITHIN TWENTY-SIX DIFFERENT TYPES OF RETAIL STORES
Introduction
In the preceding chapter an analysis of trends and changes in 
thirteen categories was made. These categories were those set up 
by the Bureau of Census and each contained a number of different 
types of retail outlets having certain common characteristics. In 
most cases the kinds of merchandise sold by each type of outlet in 
each category are similar in some respects. For example, the Auto­
motive Group included dealers selling new and used automobiles, tires, 
batteries, and auto accessories. But besides these types of outlets, 
this group also included motorcycle dealers, aircraft dealers, and 
boat dealers. All of these items are similar to the extent that they 
are means of transportation or accessories to means of transportation; 
however, in many other respects they are quite different. The same is 
true of the General Merchandise Group which included department stores, 
general merchandise stores, and variety goods stores. They all have 
one thing in common— they sell a variety of unrelated items.
The methods and practices used in merchandising these unrelated 
items are quite different. What can be said for the Automotive Group
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and the General Merchandise Group may be said of all the other 
categories with the possible exception of the General Stores 
Group, the Gasoline Service Station Group, and the Liquor Stores 
Group. The outlets within each group have enough in common to 
make an analysis and study of them as a group meaningful and worth­
while; but to get. a better insight into trends in Louisiana retail 
trade, it is necessary to consider the more important types of 
retail stores that make up each of the groups. It is impossible to 
consider all the different varieties of retail stores because data 
are not available for some types for all census years; for example, 
in the 1948 census, data for aircraft dealers and boat dealers were 
presented together and data on sane individual types of stores were 
withheld to avoid disclosure. Although much of the data were com­
bined, particularly in the early census years, and much withheld to 
avoid disclosure, these data were included in the totals for the 
group.
To get a better indication of developments in the Louisiana 
retail trade, twenty-six different types of retail stores were 
selected for consideration. These twenty-six classes were selected 
primarily on the basis of importance and the availability of com­
parable data for at least three census years.
An analysis of the different types of stores points up many 
things that are not evident from an -.analysis of general categories. 
These data on individual types of outlets give a more nearly accurate 
description of actual conditions than category data in as much as the
category data have greater extremes in numerical quantities* These 
extremes cause statistical manipulations of these data to be over­
stated or understated. For example, if the average sales per outlet 
were computed for the Automotive Group for a given year, sales and 
outlets of new and used automobiles as well as sales and outlets for 
tires, batteries, and accessories would be included. The inclusion 
of such data would tend to understate the average sales for new and 
used automobile dealers and overstate average sales for tire, battery, 
and accessory dealers. To the extent that comparable data are avail­
able, this analysis of individual types of stores should give an 
accurate picture of changes and trends within the general types of 
retail outlets.
These data should not be interpreted as representive of total 
sales of a given type of good or commodity. An outlet is placed within 
each of the different classifications of types of outlets on the basis 
of kinds of goods that make up the bulk of the outlet*s sales. For 
example, an outlet might be engaged in selling all kinds of food and 
food products, liquor, cosmetics, and other drug items and gift items.
If, however, the bulk of this outlet's sales consisted bf food and 
food products, it would be classified as a grocery store. Certain 
types of stores, such as department stores and variety goods stores, 
will carry a vast number of items sold in other kinds of stores. These 
data are presented as representative of being characteristics of 
different types of retail stores and not of sales of particular commodities
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It is important that this be understood particularly in considering 
some of the specialty shops where sales, if taken to represent total 
sales for that commodity, would appear greatly understated. In 
1948, for example, there were only eight luggage and leather goods 
stores in the state with total sales of $661,OCX). A large number of 
other types of stores such as department stores, gift shops, jewelry 
stores, etc. also sell luggage and leather goods. Thus, total sales 
of luggage and leather goods in 1948 must have been far in excess of 
$661,000. This method of classifying outlets in no way prevents these 
data from being used for the purpose of observing trends in Louisiana 
retail trade in as much as this is an analysis of retail institutions 
and not of commodities.
# •
Trends within the Classes
It is impossible to discuss these different types of stores in 
order of importance because the stores rank in a different order for 
almost every measure of importance considered; the types of outlets 
are discussed in the same order as the listing of the different 
categories in the preceding chapter.
Grocery Stores
It was pointed out earlier that stores selling foods* and food 
products make up a large segment of the total retail trade both on 
the basis of outlets and sales. By far the most important type of
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store in the Food Group is the grocery store. In 1929 there was a 
total of 6,089 grocery stores in Louisiana (Table 22). The depression 
brought a slight drop to 5,997 in 1933, but the number rose each year 
thereafter. By 1948 the number was 10,198, which was an increase of 
67 percent from 1929 to 1948 as compared to an increase of only 23 
percent for the entire United States. On the basis of number of out­
lets, grocery stores ranked first in the state in 1929 and in 1948.
The growth in sales, both actual dollar and deflated, was much larger 
during this period than the increase in the number of outlets. Net 
sales rose from $61,727,000 in 1929 to $329,227,000 in 1948, an 
increase of 433 percent. The over-all increase in the nation was 163 
percent. Deflated sales rose 136 percent from $61,727,000 in 1929 to 
$207,583,000 in 1949* Average sales per store rose 218 percent from 
1929 to 1948 in actual sales volume and 101 percent in deflated dollars. 
This growth points up the trends toward the supermarket method of 
marketing in the grocery field; on the other hand, the increase in the 
number of outlets indicates the continued importance of the mail 
independent grocery store. On the basis of total sales, grocery stores 
ranked first in sales in the state in 1929 and second in 1948.
In 1929 grocery stores employed 3,912 persons, or an average of .6  
employees per store, this rose to 9,403 by 1948, or .9 employees per 
store. Payrolls rose much faster than employees. The average income 
for grocery store employees moved from a low of $580 in 1939 to a high 
of $1,350 in 1948. Average payment to individuals increased 72 percent
Table 22. Grocery Stores in Louisiana with Proprietors, Nunber of Employees, and Net Sales, 1929, 1933,
1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 6,089 5,997 6,894 8,397 10,198 67 21
Number of proprietors not on payroll 6,535 6,393 6,674 7,912 9,978 53 26
Nunber of paid employees 3,912 4,558 5,690 7,068 9,403 140 33
Average maaber of paid employees per store .6 .8 .8 .8 .9 50 12
Payroll (in thousands of dollars) 3,074 2,827 3,327 4,103 12,692 133 209
Average dollar income per paid employee 786 620 585 580 1,350 72 133
Net sales (in thousands of dollars) 61,727 46,874 57,379 83,796 329,227 433 293
Deflated net sales (in thousands of dollars) 61,727 76,592 75,698 116,708 207,583 136 78
Average dollar sales per store 10,137 7,816 8,323 9,979 32,283 218 224
Deflated.average dollar sales per store 10,135 12,771 10,980 13,898 20,355 101 46
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade.
Area. Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census, Census of 
Business. 1940. Retail Trade. Vol. I, Part 3} and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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from 1929 to 1948 and 133 percent from 1939 to 1948. The fact that 
deflated sales rose much faster than the population of the state 
Indicates that sales per capita were Increasing. The importance of 
grocery stores in the retail trade of Louisiana is indicated by 
their ranking on the basis of the different measures used to indicate 
change. In 1929 grocery stores ranked first in the number of stores, 
second in total sales, and third in employment and payrolls.
Meat Markets
In 1929 there were 744 meat markets in Louisiana (Table 23). The 
number of meat markets had dropped to 644 in 1939 and to 306 in 1948, 
a drop of 59 percent from 1929 as compared to a drop of 45 percent for 
the United States. In 1929 meat markets ranked fourth in the state in 
number of stores; in 1948 they ranked near the bottom.
Whereas many types of specialty shops made large gains in numbers 
and sales during this period, this is one type that lost ground. This 
loss was caused, no doubt, by the large increase in the number of 
grocery stores which carried fresh meat and to the growth of super­
markets. The number of active proprietors decreased even more than 
outlets, from 823 in 1929 to 327 in 1948— a drop of 60 percent.
Even though there was a large drop in the number of outlets, sales 
increased 61 percent from 1929 to 1948, from $7,589,000 in 1929 to 
$12,224,000 in 1948. Meat-marketosales in the entire United States in­
creased 31 percent; thus the decrease in outlets in Louisiana was
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larger than the national average and the Increase in sales was larger* 
Deflated sales changed from $7,589,OCX) in 1929 to $7,193>000 1939
and to $7,707,OCX) in 1948. This amount was an increase of only two 
percent from 1929 and seven percent from 1939* In light of the in­
creasing population and the known increase in per capita meat consump­
tion during the period, it is evident that meat markets were losing 
out to other food stores selling fresh meat.
The remaining outlets grew in size as evidenced by the increase 
in average dollar sales per store. In 1929 the average dollar sales 
per store was $10,200. This amount dropped to $6,164 in 1933 but 
grew each year thereafter and in 1948 was $39#948. This amount was 
an increase of 292 percent from 1929 and an increase of 398 percent 
from 1939 when average sales per store was $8,020. Another indication 
of growth in physical volume was the gain of 147 percent in deflated 
average dollar sales in stores from 1929 when sales were $10,200, to 
1948 when sales were $25,188.
The number of total employees dropped during this period, but 
employees per store rose from one in 1929 to 1.2 in 1948.
Income payments made by meat markets changed very little from 
1929 to 1948, but average income per employee rose a great deal. In 
1929 the total payrolls were $546>000 or $733 per employee, in 1948 
total payrolls were $543>000 or $1,496 per employee. Thus, there was 
a decline of less than one percent in total payrolls but a gain of 
104 percent in income per employee.
Table 23. Meat Markets In Louisiana with Proprietors, Number of iinployees, and Net Sales, 1929#
1933* 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948
1929 1933^ 1935^ 1939
Percent Percent
1948 change change
1929-1948 1939-1948
Ntnber of stores
Number of proprietors not on payroll 
Nuriber of paid employees 
Average mmber of paid employees per store 
Payroll (in thousands of dollars)
Average dollar income per employee 
Net sales (in thousands of dollars) 
Deflated net sales (in thousands of dollar! 
Average dollar sales per store 
Deflated average dollar sales per store
744 795 697 644 306 - 59 - 52
823 887 704 641 328 - 60 - 49
745 697 932 744 363 - 51 - 51
1.0 .9 1.3 1.2 1.2 20 0
546 461 477 384 543 - 1 41
733 661 512 516 1,496 104 190
7,589 4,900 4,968 5,165 12,224 61 137
0  7,589 8,007 6,554 7,193 7,707 2 7
10,200 6,164 7,128 8,020 39,948 192 398
10,200 10,072 9,404 11,170 25,188 147 125
a/ Includes sea food markets.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area, Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business.. 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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Candy, Nut, and Confectionary Stores
Data are not available for candy, nut, and confectionary stores 
for 1929, but in 1933 there were 313 such stores in the state (Table 
24)* The number dropped to 179 by 1939, but climbed to 444 by 1948* 
The number of proprietors closely paralleled the number of outlets*
In 1933 there were 334 which ranked this type of store sixth in the 
state. This number dropped to 178 in 1939 but jumped to 428 in 1948* 
Most of these stores were small as evidenced by average sales per 
store and average employees per store* Average deflated sales per 
store ranged from $774 in 1939 to $6,620 in 1948* The average number 
of paid workers per store ranged from *4 in 1933 to *7 in 1948.
Department Stores
In 1929 there were 45 department stores in the state (Table 25) 
The number increased to 58 in 1933 but dropped sharply to only 29 in 
1935* In 1939 the number was back to 54* and in 1948 it stood at 33* 
The number represented a decline of 26 percent from 1929 to 1948, 
which was not as large as the 39 percent drop in department stores
Because of changes in the Bureau of Census Classification, 
1948 data are not strictly comparable with those of preceding years. 
In the census years before 1948 a store was not classified as a 
department store unless its annual sales volume was over $100,000.
In 1948, the minimal requirement was 25 or more regular employees.
Table 24. Candy, Nut, Confectionary Stores in Louisiana with Proprietors, Number of Bnplcyees, and
Net Sales, 1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from
1939 to 1948.
Percent Percent 
1933 1935 1939 1948 change change
____________________________________ 1933-1948 1939-1948
Number of stores 313 342 179 444 42 148
Number of proprietors not on payroll 334 327 178 428 28 140
Number of paid ouplcyees 123 197 110 294 139 167
Average number of paid employees per store .4 .6 .6 .7 75 17
Payroll (in thousands of dollars) 69 89 43 351 409 716
Average dollar income per employee 560 452 391 1,410 152 261
Net sales (in thousands of dollars) 803 907 99 4,662 478 4,589
Deflated net sales (in thousands of dollars) 1,312 1,196 138 2,939 124 2,030
Average dollar sales per store 2,565 2,652 556 10,500 309 1,788
Deflated average dollar sales per store 4,191 3,499 774 6,620 58 755
Source: United States Department of Ccmnerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area. Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business. 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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throughout the nation.
Sales also fluctuated a great deal during this period. In 1929 
sales were $32,393,000. There was a drop to $22,795,000 in 1933 and 
to $11,085,000 in 1935, but hy 1939 sales were $40,053,000 and by 
1948 were $117,284,000. Thus, in 1929 department stores made up less 
than two tenths of one percent of all the stores in the state and 
accounted for almost seven percent of all sales. In 1948 they made up 
an even smaller percentage of the total, yet accounted for an even 
larger percentage of the total sales. On the basis of deflated sales 
a steady growth was made, with the exception of 1935, with a gain for 
the twenty-year period of 127 percent. The gain in sales of department 
stores in Louisiana was much greater than the national average. Depart­
ment store sales for the entire nation gained only 69 percent, while 
the gain in Louisiana was 262 percent.
On the basis of average sales per store, large gains were made 
both in actual dollar sales and deflated sales. In 1929 the average 
dollar sales per store was $719,844* This average grew to $3,554,060 
in 1948— an increase of 394 percent. The deflated amount for 1948 was 
$2,229,648, indicating an increase in physical volume of over 200 percent.
2
It is not possible to say to what extent these fluctuations 
were caused by changes in Bureau of Census classifications and to what 
extent by stores going out of business or entering business. It would 
seem that the foraer was more important than the latter in as much as 
the change in the General Merchandise Group, in which department stores 
are included, was small during the entire period.
Table 25. Department Stores in Louisiana with Proprietors, Number of Qnployees, and Net Sales, 1929,
1933# 1935, 1939# and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948,
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Nunber of stores 45 58 29 54 33 - 27 - 39
Number of proprietors not on payroll 25 11 2 15 4 - 84 - 73
Nuriber of paid employees 4,894 3,880 1,716 6,090 9,453 93 55
Average number of paid employees per store 108.6 66.9 59.2 112.8 286.5 164 154
Payroll (in thousands of dollars) 4,652 3,393 1,339 5,762 17,244 271 199
Average dollar income per employee 951 874 780 946 1,284 92 93
Net sales (in thousands of dollars) 32,393 22,795 11,085 40,053 117,284 262 193
Deflated net sales (in thousands of dollars) 32,393 31,881 13,719 48,905 73,584 127 50
Average dollar sales per store 719^344 393,017 382,241 741,722 3,5^,060 394 379
Deflated average dollar sales per store 719,844 547,674 473,070 905,643 2,229,648 210 146
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933.
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Total employees per store, payrolls, and average dollar income 
per employee did not increase nearly as rapidly as sales* The 
average number of employees per outlet of 108 in 1929 and 286 in 1948 
was by far the largest of any type of outlet. The average income per 
employee increased from $951 in 1929 to $1,824 in 1948* This amount 
was not nearly so high as the salaries and wages paid in other types 
of stores, but it represents a small gain in real wages over the 
period.
Even though department stores made up a small percentage of the 
total stores in the state, they ranked first in 1929 and 1948 in sales 
per store, total employees, and average number of employees per store; 
secondin total payroll; and third in net sales*
Variety Stores
The number of variety stores and variety store proprietors fluc­
tuated a great deal during the period from 1929 to 1948, but all 
indicators point to a steady growth in importance of this type of 
store (Table 26). In 1929 they ranked sixbh in average sales per 
store and third in average employees per store. By 1948 they ranked 
second in average number of employees per store, fourth in average 
sales per store, sixth in total employees, and seventh in total payroll. 
Certainly the above changes indicate an increase in relative importance 
in the retail trade of the state.
In actual number of stores there was wide fluctuation from 172 in
Table 26. Variety Stores in Louisiana with Proprietors, Number of Employees, and Net Sales, 1929,
1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
1929 1933 1935 1939
Percent Percent
1948 change change
1929-1948 1939-1948
Number of stores
Number of proprietors not on payroll 
Number of paid employees 
Average number of paid employees per store 
^Payroll (in thousands of dollars)
■ Average dollar income per employee 
Net sales (in thousands of dollars)
Deflated net sales (in thousands of dollars) 
Average dollar sales per store 
Deflated average dollar sales per store
172 136 112 166 233 35 40
128 S3 44 100 113 - 2 13
1,457 1,657 2,080 2,438 4,527 211 86
8.5 12.2 18.6 14.7 19.4 218 32
897 806 1,194 1,182 4,698 424 297
616 486 574 485 1,038 69 114
9,223 7,228 9,848 10,906 35,201 282 223
9,223 10,109 12,188 13,316 22,083 139 66.
53,622 53,147 87,929 65,699 151,077 183 130
53,622 74,331 108,823 80,317 94,778 77 16
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. IH; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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1929 to 136 In 1933 and only 112 in 1935. The next two census years 
showed large increases in the numbers to 166 in 1939 and 233 in 1948. 
The increase of 35 percent in variety stores was less than the 
national average of 67 percent. The number of proprietors showed the 
same down-and-up swing from 128 in 1929 to a low of 44 in 1935» and 
back up to 113 in 1948* for a decline of 12 percent from 1929. All 
other indicators showed large gains. Perhaps the most significant 
was the increase in average employees per store from 8.5 in 1929 to 
19.4 in 1948— an increase of 218 percent. This growth in the number 
of employees per store more than anything else reflects the growth of 
the variety store. Net sales rose 282 percent from $9,223,000 in 
1929 to $35,201,000 in 1948. Sales by the variety stores of the entire 
nation went up only 177 percent. Deflated sales rose 139 percent from 
$9,223,000 in 1929 to $22,083,000 in 1948. Although average sales per 
store showed drops in 1933 and 1935 from preceding census years, the 
over-all growth was 282 percent from $53,622 to $151,077. Deflated 
average sales per store indicates a steady growth of 77 percent from 
$53*622 to $94*778. The poorest showing was made in average income pet* 
employee. Not only was the average wage low over the entire period, but 
the increase was less than the increase in prices, thus real wages 
actually declined during the'period. Average wages per employee ranged 
from a low of $485 in 1939 to a high of $1,038 in I948.
Women* s Ready-to-wear Specialty Stores
1
The women* 8 ready-to-wear specialty store is another specialty shop 
that showed great gains during the period 1929 to 1948. There was a
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steady growth in outlets from 151 in 1929 to 315 in 1948, a gain of 
109 percent, which was about twice the gain in the entire nation 
(Table 27). The rise in proprietors was not as great— only 76 per­
cent, from 139 to 2Z+4. A large gain was made in dollar sales, from 
$7,827,000 in 1929 to $45,478,000, an increase of 481 percent. 
National wide, the growth in sales of this type of outlet was only 
224 percent. Deflated sales rose 238 percent. The increase in 
average size of these stores is indicated by the rise in the average 
number of paid employees per store from 6.0 to 8.3 and in the 62 per­
cent growth in deflated average dollar sales per store from $51,834 
to $84,086. Although the average dollar income per employee was 
relatively high in 1929 when it was $1,038, the rise of 35 percent to 
$1,400 in 1948 was quite small, indicating a drop in real wages for 
employees in this type of store.
In 1929 women* 8 ready-to-wear specialty stores did not rank in 
the top ten on any measure, but in 1948 they ranked fourth in average 
employees per store and fifth in sales per store.
Men and Boys* Clothes and Furnishings Stores
Men and boys* clothing and furnishings stores made some gains 
during the period, but the gains made by this type of store are m a n  
in comparison with the gains of women* s ready-to-wear shops. In 1929 
there were 225 such stores in the state. This number dropped to 166 
in 1933 but rose to 229 in 1935, only to drop back to 162 in 1939 
(Table 28). By 1948 the number was up to 305, a gain of 36 percent.
Table 27. Women's Ready-to-wear Specialty Stbres in Louisiana with Proprietors, Number of Qnployees,
and Net Sales, 1929, 1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948
and from 1939 to 1948*
1929 1933 1935 1939
Percent Percent 
1948 change change
• 1929-1948 1939- 19&8
Number of stores
Number of proprietors not on payroll 
Nunber of paid employees 
Average ntnber of paid employees per store 
Payroll (in thousands of dollars)
Average dollar income per employee 
Net sales (in thousands of dollars)
Deflated net sales (in thousands of dollars) 
Average dollar sales per store 
Deflated average dollar sales per store
151 155 186'‘ 235 315 109 34
139 131 151 180 244 76 36
901 892 563 1,571 2,627 192 67
6.0 5.6 3.0 6.7 8.3 38 24
935 682 516 1,258 3,698 296 194
1,038 765 917 801 1,400 35 75
7,827 6,380 4,368 11,587 45,478 481 292
7,827 8,373 5,200 13,288 26,487 238 99
51,834 41,161 23,484 49,306 144,375 179 193
51,834 54,071 27,957 56,544 84,086 62 49
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Retail Trade.
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Distribution. Vols. 4-8, 1933.
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Net sales increased 174 percent from $9>583»000 to $23>680,000.
Deflated sales increased only 44 percent. In actual dollar sales, 
the average sales per store rose 82 percent from $42,591 in 1929 
to $77,639. When these figures are deflated, the sales per store 
in 1984 were $45,218, an increase of only six percent. These stores 
experienced a small decline in the average number of employees per 
store from 3*7 in 1929 to 3.3 in 1948. Total payrolls rose 107 per­
cent from $1,146,000 to $2,375,000. In 1929 men and boys* stores 
ranked seventh in the state in total payroll. The average wage per 
employee was relatively high at $1,394 per year in 1929. This amount 
increased to $2,328 in 1948 which was fifth highest in the state.
Men and boys* clothes and furnishings stores gained in outlets 
and sales in Louisiana at a much faster rate than the national gain 
for this type of outlet.
Family Clothing Stores
The family clothing store was another type of store which showed
3
over-all gains in all measures used (Table 29). The depression years, 
however, brought a large drop in the activities of this type of store. 
The number of stores rose 81 percent from 159 In 1929 to 288 in 1948.
The national-wide gain was only 19 percent. In 1933 this number dropped 
to 82 but rose to 120 in 1935 and to 194 in 1939* Active proprietors
3
Family clothing stores are outlets which are primarily engaged 
in selling clothing, furnishings, and accessories for men, women, and 
children, without specialising in any m e  line.
Table 28. Hen and Boys* Clothing and Furnishings Stores in Louisiana with Proprietors, Number of
Qaployeea, and Net Sales, 1929, 1933, 1935, 1939, and 1948, with Percent Change from
1929 to 1948 and from 1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 225 166 229 162 305 36 88
Number of proprietors not on payroll 195 154 207 128 197 1 54
Number of paid employees 822 704 364 625 1,020 24 63
Average ninjaer of paid employees per store 3.7 4.2 1.6 3-9 3.3 - 10 - 15
Payroll (in thousands of dollars) 1,146 641 376 744 2,375 107 219
Average dollar income per employee 1,394 911 1,030 1,190 2,328 67 96
Net sales (in thousands of dollars) 9,583 4,452 4,417 7,027 23,680 147 237
Deflated net sales (in thousands of dollars) 9,583 5,843 5,258 8,058 13,791 44 71
Average dollar sales per store 42,591 26,819 19,288 43,377 77,639 82 79
Deflated average dollar sales per store 42,591 35,196 22,962 49,744 45,218 6 - 2
Source: United States Department of Commerce, Bureau of the Census, Census of 1948. Retail Trade.
Area Statistics. Vol. IH; United States Department of Cora&erce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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Increased at about the same rate and followed the same general trend. 
Total sales rose 300 percent from $8,475,000 in 1929 to $33,919,000 
in 1948 with most of the growth in the last ten years. Sales during 
the depression years were very low, only $2,794,000 in 1933 and 
$6,554,000 in 1935*. Sales in 1939 were $9,602,000, which were slightly 
higher than 1929* Total sales for family clothing stores in the nation 
increased 244 percent from 1929 to 1948. Deflated sales indicate a 
large decline in physical volume during the early years of the depres­
sion. Deflated sales in 1929 were $8,475,000 whereas in 1933 they had 
dropped to $3,677,000— less than half the sales volume of 1929* Deflated 
sales rose steadily thereafter to $19,755,000 in 1948, which was a gain 
of 133 percent from 1929 and 79 percent from 1939* Not only was there 
a large drop in outlets and both dollar and physical volume, the remain­
ing stores also suffered a decline in average sales per store. In 
dollar volume the drop from 1929 to 1933 was from $53,302 per store to 
$34,073 per store and in physical volume, as shown by deflated sales, 
from $53,302 to $44,715 per store. In 1948 average sales per store 
was $117,774, a growth of 121 percent from 1929; in deflated sales the 
rise was only 29 percent to $68,593 per store.
The number of employees in these stores rose 164 percent during 
the period while payrolls were going up 293 percent. The average wage 
paid to workers in 1929 was $1,166, which was relatively high. 87 1948 
average wages had increased 49 percent to $1,736. The average number 
of paid-employees per store rose 45 percent from 5.6 percent in 1929 to
Table 29. Family Clothing Stores in Louisiana with Proprietors, Nisnber of Bnployees, and Net Sales,
1929, 1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and frcm 1939 to
1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Nuafcer of stores 159 82 120 194 288 81 48
Nunber of proprietors not on payroll 163 93 94 153 282 73 84
Ntmber of paid maployees 874 424 937 1,259 2,307 164 83
Average mmfeer of paid employees per store 5.6 5.7 7.7 6.5 8.1 45 25
Payroll (in thousands of dollars) 1,019 329 NA 1,137 4,004 293 252
Average dollar income per employee 1,165 775 NA 903 1,735 49 92
Net sales (in thousands of dollars) 8,475 2,794 6,554 9,602 33,919 300 253
Deflated net sales (in thousands of dollars) . 8,475 3,667 7,802 11,011 19,755 133 79
Average dollar sales per store 53,302 34,073 54,617 49,495 117,774 121 138
Deflated average dollar sales per store 53,302 44,715 65,020 56,760 68,593 29 21
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Comnerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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8.1 percent in 194®.
In 1929 family clothing stores ranked seventh in total sales, 
and eighth in total payroll. In 1948 they ranked fifth in the aver­
age number of employees per store and again eighth in total payroll.
Shoe Stores
The shoe stores did not gain as rapidly as retail in general,and 
in several respects these stores declined relatively dir ing the 1929 
to 1948 period.
In the number of stores there was a drop of 14 percent during 
the period, and in the number of proprietors an even largo*drop of 
21 percent (Table 30). The drop in outlets appears even larger when 
compared with a 24 percent gain for the nation. In 1929 there were 
232 shoe stores in the state; a small drop to 207 in 1933} and a large 
drop to 131 in 1935* The next two census years brought Increases to 
196 in 1939 and 199 in 1948. Even though there was a decline in the 
number of stores, there was an increase in the sales.
In 1929 shoe stores were selling $8,151,000 worth of merchandise 
per year. Sales dropped sharply during the depression to a low of 
$3*290,000 in 1935 but by 194® the volume stood at $18,859,000, which 
was 131 percent above 1929*- The deflated sales figures show that the 
increase in physical volume was not nearly this large. Deflated sales 
fell from $8,151,000 in 1929 to a low of $3,917,000 in 1935 and rose 
to $10,983,000 in 1948— a gain of 38 percent. This gain was small
Table 30* Shoe Stores in Louisiana with Proprietors, Nunber of Employees, and Net Sales, 1929*
1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and fran 1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 232 207 131 196 199 - 14 - 2
Number of proprietors not on pfroll 172 146 132 102 136 - 21 33
Number of paid employees 741 643 331 827 1,008 36 22
Average nunber of paid employees per store 3.2 3.1 1.8 4.3 5.1 59 19
Payroll (in thousands of dollars) 901 . 561 345 833 2,201 144 164
Average dollar Income per employee 1,216 872 1,042 1,007 2,184 80 117
Net sales (in thousands of dollars) 8,151 4,839 3,290 7,671 18,859 131 146
Deflated net sales (in thousands of dollars) 8,151 6,349 3,917 8,797 10,983 35 25
Average dollar sales per store 35,134 23,377 18,177 39,138 94,769 142 142
Deflated average dollar sales per store 35,134 30,678 21,639 44,883 55,192 57 23
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Comnerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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compared to the national gain of 204 percent*
Since sales rose while the number of stores decreased, there 
was an increase in the average size of shoe stores* The 59 percent 
growth in the average number of paid employees per store also 
indicated this increase. In actual numbers, the change was from 3*2 
in 1929 to 5.1 in 1948* In 1929 the average sales per store was 
$35,134,* although this dropped to $18,177 in 1935, it increased to 
$94,769 in 1948* When these figures are deflated, average sales per 
store in 1948 was $55,192, a gain of 57 percent from 1929* Total pay­
roll of shoe stores rose 144 percept during the period* The average 
wage paid to employees was above the average wage of all retail out­
lets of the state.
Infants* Wear Stores
Another type of specialty shop that made rapid gains during the 
period was the infants* wear stores. In 1929 there were only three 
infants* wear stores in the state (Table 31)• The number of stores 
. had increased to 11 by 1929 and to 63 by 1948, with an increase for 
the state of 2,000 percent. This growth was well above the national 
gain of only 414 percent. £1 1929 these three had total sales of 
$7,000 for an average sales per store of only $2,333* One person was 
employed as a paid employee at a wage of $600 per year. By 1948 the 
63 stores employed 119 persons or an average of 1.8 persons per store. 
Payrolls amounted to $150,000 for an average of $1,260 per employee.
Table 31. Infant Hear Shops in Louisiana with Proprietors, Number of Qnployees, and Net Sales, 1929,
1939, and 1948, with Percent Change in 1929 to 1948 and from 1939 to 1948.
1929 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Nunber of stores 3 11 63 2,000 473
Nunber of proprietors not on payroll 2 6 65 3,150 983
Nunber of paid employees 1 32 119 11,800 272
Average number of paid employees per store .3 2.9 1.8 533 - 9
Payroll (in thousands of dollars) .6 32 150 24,900 369
Average dollar income per employee 600 1,100 1,260 110 26
Net aales (in thousands of dollars) 7 296 1,813 25,800 512
Deflated net sales (in thousands of dollars) 7 339 1,056 14,986 211
Average dollar sales per store 2,333 26,909 28,778 1,134 7
Deflated average dollar sales per store 2,335 30,859 16,760 618 - 46
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3 j end United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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Sales had increased to $1,813,000, or $28,778 per store. Deflated 
sales were $1,056,000 for average sales per store of $16,760. In 
percentage increase, infants* wear stores made the largest over-all 
gains of any type of outlet. The number of outlets increased 2,000 
percent, employees 11,800 percent, payroll 24,900 percent, net sales 
25,800 percent, deflated net sales 14,986 percent, average dollar sales 
per store 1,134 percent, and deflated average sales per store 618 per­
cent.
Custom Tailors
Relatively, custom tailors declined in importance in the retail 
trade of the state in the period from 1929 to 1948. The decline can 
be explained by a change in consumer buying habit in purchasing cloth­
ing. In 1929 there were 79 custom tailors in the state (Table 32). By 
1933 the number had dropped to 50 and remained just about constant for 
the next three census years. In 1948 there were only 54 such stores 
in the state. Sales declined 57 percent from $1,023,000 in 1929 to 
$444,000 in 1948. Deflated sales dropped even more to only $259,000 
in 1948 or 75 percent. In 1929 the average sales per shop was $12,949; 
by 1948 this amount had fallen to $8,222, a decline of 37 percent. On 
the basis of deflated sales, the decrease was 63 percent to only $4,789 
in 1948.
The number of employees rose during the period, as did total pay­
roll; however, average wages per employee dropped considerably. In 
1929 the average wage per employee was $1,426, which was relatively
Table 32. Custom Tailors in Louisiana Kith Proprietors, Number of Qnployees, and Net Sales, 1929,
1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1239-19AS
Number of stores 79 50 53 53 54 - 32 2
Number of proprietors not on payroll 70 47 50 53 60 - 14 13
Nunber of paid mployees 176 99 152 164 243 38 48
Average nuober of paid employees per store 2.2 2.0 2.8 3.1 4.5 105 45
Payroll (in thousands of dollars) 251 91 NA 144 2,424 866 1,583
Average dollar income per employee 1,426 919 NA 878 998 - 30 14
Net sales (in thousands of dollars) 1,023 391 724 760 444 - 57 - 15
Deflated net sales (in thousands of dollars) 1,023 513 862 872 259 - 75 - 71
Average dollar sales per store 12,949 7,820 13,660 14,340 8,222 - 36 - 43
Deflated average dollar sales per store 12,949 10,262 16,262 16,445 4,789 - 63 - 71
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area
Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3$ and United States Census Bureau, Census of American Business. Retell 
Distribution. Vols. 4-8, 1933.
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high, but by 1948 this had dropped to $998 per employee,which was very 
low. The 1948 amount was 30 percent below the 1929 average dollar wage, 
but in terms of real wage, the drop was even larger.
Millinery Stores
The data on millinery stores indicated that this type of store has 
decreased in importance in Louisiana since 1929 (Table 33). A comparison 
of the change from 1929 to 1948 with the change from 1939 to 1948 also 
indicates the decline in relative importance was greater in the latter 
period. The rate of decline in Louisiana was not as great as the rate 
for the entire United States. Nation-wide outlets dropped 54 percent and 
sales 38 percent.
The number of millinery stores decreased from 79 in 1929 to 42 in 
1948, a drop of 47 percent. The decrease in proprietors was even larger 
from 56 to 26, or 54 percent. Even with the drop in outlets, there was 
a small gain in sales and a fairly large gain in average sales per store. 
In 1929 sales were $1,291,000, or $16,342 per store; by 1948 they were 
$1,499,000 or $35,690 per store, with an increase of 16 percent in total 
sales and a rise of 118 percent in sales per store. The climb in total 
sales was caused in part by price change because deflated sales declined 
32 percent during the period. Deflated average sales per store rose 27 
percent.
There was an over-all decline in employees of 23 percent from 154 
in I929 to 119 in 1948. Even though sales and the number of stores 
dropped sharply during the first years of the depression and remained
Table 33. Millinery Stores in Louisiana with Proprietors, Number of Qnployees, and Net Sales, 1929,
1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
■ ■ ' 1 — — — — — — p— — , , L a . . .  J _  1. i I 1 Jj
Percent Percent
1929 1933 1935 1939 1948 change change
_________________________________________________________   1929-1948 1939-1948
Nunber of stores 79 59 53 57 42 ^ 47 -26
Nunber of proprietors not on payroll 56 30 20 18 26 - 54 44
Number of paid employees 154 171 228 248 119 - 23 -52
Average nunber of paid employees per store 1.9 2.9 4.3 4.4 2.8 47 -36
Payroll (in thousands of dollars) 165 126 NA 204 166 1 -20
Average dollar income per employee 1,071 737 NA 822 1,394 30 70
Net sales (in thousands of dollars) 1,291 898 1,159 1,440 1,499 16 4
Deflated net sales (in thousands of dollars) 1,291 1,178 1,380 1,651 873 - 32 -47
Average dollar sales per store 16,342 15,220 21,868 25,263 35,690 118 41
Deflated average dollar sales per store 16,342 19,973 26,033 28,971 20,786 27 -28
. ^ *  1 - ■ . I 1 I . I ■ ML M I 1 j . _L! - II ■    M  »
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Refca-n Distribution. Vols. 4-8, 1933.
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fairly constant through 1939, there was a large increase in the number 
of employees. In 1933 the number had increased to 171, by 1935 to 228, 
and by 1939 to 248. Since the number of stores was decreasing, there 
was an even larger percentage increase in the average number of paid 
employees per store. In 1935 there was an average of 4*3 employees 
per store and in 1939 an average number of 4*4
Furniture Stores
Furniture stores are one of the most important types of stores in 
the state. As a class of store, rapid gains were made in the period 
from 1929 to 1948, but as individual stores the gains were not as great 
(Table 34)* The effect of the depression was great in this type of 
store as indicated by the large decline in all measures in the census 
years of 1933 and 1935 from 1929.
In 1929 there were 198 furniture stores in the state. The number 
dropped to 155 in 1922 and still lower to 128 in 1935* By 1939 the 
number stood at 257 and by 1948 at 494, for an Increase of 152 percent 
from 1929* Total sales figures followed somewhat the same pattern. In 
1929 total sales were $13,131,000. Sales dropped to a low of $2,773,000 
in 1935 but were up to $56,797,000 by 1948, for an over-all gain of 418 
percent. On the basis of deflated sales the up-and-down movement was 
not so great. The low was $5,622,000 in 1935 and the high was $32,400,000 
in 1948, a gain of 147 percent from 1929 to 1948. Average dollar sales 
per store rose from $66,138 in 1929 to $119,825 in 1948, a rise of 81
Table 34. Furniture Stores in Louisiana with Proprietors, Number of Snployees, and Net Sales, 1929,
1933* 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
.1939-1948
Number of stores 198 155 128 257 494 152 92
Nunber of proprietors not on payroll 165 129 86 204 422 156 107
Nunber of paid employees 1,485 1,046 586 1,874 2,971 100 59
Average nunber of paid employees per store 7.5 6.7 4*6 7.3 6 .0 - 20 - 18
Payroll (in thousands of dollars) 1,875 998 813 2,264 6,991 273 209
Average dollar income per employee 1,263 954 1,387 1,204 2,353 86 95
Net sales (in thousands of dollars) 13,131 6,377 4,773 15,018 56,797 418 278
Deflated net sales (in thousands of dollars) 13,131 8,458 5,622 16,558 32,400 147 96
Average dollar sales per store 66,138 41,141 37,289 58,436 119,825 81 105
Deflated average dollar sales per store 66,138 54,564 43,921 64,428 68,354 3 6
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade, Vol. I, Part 3; and United States Bureau, Census of American Business. 
Retail Distribution. Vols. 4-8, 1933.
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percent. When these figures are deflated the increase is only three 
percent.
Total employment rose 100 percent from 1,485 in 1929 to 2,971 in 
1948. The large increase in stores caused a decline of 20 percent in 
the average number of employees per store, from 7.5 in 1929 to 6.0 in 
1948. Payrolls increased 273 percent during the period, thus the 
average wage per employee declined. In 1929 the average dollar income 
per paid employee was $1,263, by 1948 this amount had reached $2,353 
for a change of 86 percent.
The importance of furniture stores in Louisiana retail trade is 
indicated by their rank on the basis of the different indicators. In 
1929 furniture stores ranked third in the state in sales per store, 
fourth in average employees per store, and sixth in total payroll. In 
1948 they were fourth in average payroll per paid employee, fifth in 
total number of stores, and sixth in total employees, net sales, and 
sales per store. The gains made in Louisiana in outlets and sales 
were much larger than the gains for the total for all states.
Household Appliance Stores
The household appliance store gained in relative importance dur­
ing the 1929 to 1948 period and is a good example of a new type of 
store developing to cater to the demand by the consuming public for 
new products.
In 1929 there were only 65 household appliance stores in the state 
(Table 35). The number grew each census year and in 1946 there were
103
392 stores; an increase of 503 percent and was one of the largest 
gains made by any type of store. Total sales rose 1,561 percent 
during the period, from $1,729,000 in 1929 to $29,722,000 in 1946* 
Deflated sales rose from $1,729,000 to $16,955,000, an increase of 
881 percent. Even though there was a large growth in the number of 
stores, the gain in sales and physical volume was even larger, thus 
the size of the average store grew during the period. This growth is 
indicated by the rise in the average dollar sales per store, both 
actual and deflated. In 1929 the average sales per store was $26,600, 
in 1948 average sales was $75»821— an increase of 185 percent. On the 
basis of deflated sales the rise was 63 percent. The number of paid 
employees changed from 338 in 1929 to 1,685 in 1948. This was an in­
crease of 397> which was not as large as the growth in sales, both 
actual dollar and deflated dollar, or number of stores. In 1929 the 
average number of employees per store was 5.2 and in 1947 it was 4*2. 
Total payroll of household appliance stores went up 666 percent from 
$489,000 in I929 to $3,747,000 in 1948. The average wage per employee 
was quite high. In 1929 the average was $1,447, which was fifth 
highest in the state. In 1948 it was $2,221, which was an increase of 
53 percent from 1929.
Radio Stores
An analysis of the two census years for which data on radio stores 
are available indicates that this type of specialty shop was also
Table 35. Household Appliance Stores In Louisiana with Proprietors, Number of Soployees, and Net
Sales, 1929, 1933, 1935, 1939, and 1948, with Percent Change from 1929 to 1948 and fraa
1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 65 72 98 193 392 503 103
Nunber of proprietors not on payroll 12 20 34 78 345 2,775 342
Number of paid employees 338 272 632 981 1,685 399 71
Average number of paid employees per store 5.2 3.8 6.4 5.1 4.2 - 19 - 18
Payroll (In thousands of dollars) 489 321 511 961 3,747 666 290
Average dollar income per employee 1,447 1,180 809 980 2,221 53 127
Net sales (in thousands of dollars) 1,729 1,323 2,397 5,402 29,722 1,561 450
Deflated net sales (in thousands of dollars) 1,729 1,755 2,802 5,956 16,955 881 185
Average dollar sales per store 26,600 18,375 24,459 27,990 75,821 185 171
Deflated average dollar sales per store 26,600 24,370 28,809 30,860 43,252 63 40
Scarce: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Coonerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Bureau, Census of American Business. 
Retail Distribution. Vols. 4-8, 1933.
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increasing in relative importance (Table 36).^
In 1939 there were 16 radio stores in the state, by 1948 this 
number had grown to 52— a rise of 225 percent* Sales increased from 
$168,000 to $1,1A2,000, or 580 percent. Deflated sales increased 252 
percent. The average sales per store changed from $10,500 to $21,962, 
or an increase of 109 percent; however, deflated sales rose only eight 
percent.
Antique Shops
Antique shops had an over-all growth in stores and sales, but a 
decline in the individual store basis. The most significant thing 
about the antique shops was the high pay per employee (Table 37). In 
1929 the average pay per employee was $1,949 as compared to the average 
of all types of stores in the state of $969* In 1939 the average was 
$1,366 which was nearly double the state average for the year. The 
average pay in 1948 was $2,462, an increase of only 26 percent from 
1929* indicating a rather large decline in real wages over the period. 
The 1929 average pay per employee ranked second in the state, and the 
1948 wage ranked third.
The number of stores in the state changed from 16 in 1929 to 68 
in 1948, an increase of 325 percent. Sales, on the other hand, did not
^Exact data are available for radio stores for only two census 
years sinoe the data for 1929, 1933, and 1935 include both radio stores 
and musical instrument shops.
Table 36. Radio Stores in Louisiana with Proprietors, Number of Snployees, and Net Sales, 1929,
1933, 1935, 1939,, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948.
•
1929^ 1933^ 1935^ 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Nunber of stores 81 46 31 16 52 -36 225
Number of proprietors not on payroll 68 44 35 21 53 -22 152
Number of paid employees 559 154 33 23 56 -90 143
Average nuriber of paid employees per store 6.9 3.3 1.1 1.4 1.1 —84 - 21
Payroll (in thousands of dollars) 904 142 21 17 92 -90 441
Average dollar income per employee 1,617 922 636 739 1,643 2 122
Net sales (in thousands of dollars) 3,958 753 231 168 1,142 -71 580
Deflated net sales (in thousands of dollars) 3,958 999 272 185 651 -84 252
Average dollar sales per store 48,864 16,370 7,462 10,500 21,962 -55 109
Deflated average dollar sales per store 48,864 21,711 8,789 11,577 12,528 -74 8
a/ Includes combination radio and musical instrument shops.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948, Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1944•
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grow as rapidly* In 1929 total sales were $684,000, by 1948 they had 
increased to $2,030,000, or 197 percent. On the basis of deflated 
sales the rise was 69 percent. The changes in outlets and sales were 
quite different from the total United States data, which showed an 
increase of 136 percent in outlets but a decrease of 12 percent in 
sales. This relatively small increase in sales as compared to the 
large gain in outlets caused a large decline in sales per store. In 
1929 the average sales per store was $42,750 as compared to $29,853 
in 1948, which was a drop of 30 percent. Deflated sales per store in 
1948 was $17,030, a decrease of 50 percent from 1929* In the number 
of employees per store there was a drop from 3 .7 in 1929 to 1 .6 in 
1948.
New and Used Motor-Vehicle Dealers
One of the most important single types of retailers in the state 
was new and used motor-vehicle dealers (Table 38). The relative 
importance of this type of retail outlet is indicated by the rank on 
the basis of different measure used and indicates economic growth. In 
1929 new and used motor-vehicle dealers ranked first in net sales and 
total payroll, second in average sales per store, total number of 
employees and average number of employees per store, and fifth in number 
of outlets. In 1948 the rankings were: first in total payroll and average 
pay per employees; second in total net sales and sales per store; third 
in total employees and average number of employees per store; and fourth
Table 37. Antique Shops In Louisiana Kith Proprietors, Number of QnpLoyees, and Net Sales, 1929,
1939, and 19AiS, with Percent Change from 1929 to 1948 and from 1939 to 1948.
rT’1 r"  ..........................  Percent Percent
1929 1939 1948 change change
 _____________________________________________________________________1929-1948 1939-1948
Number of stores 16 45 68 325 51
Nunber of proprietors not on payroll 13 36 72 454 100
Ntxnber of paid employees 59 134 106 80 - 20
Average nunber of paid employees per store 3.7 3.0 1.6 - 57 47
Payroll (In thousands of dollars) 115 183 261 127 60
Average dollar Income per employee . 1,949 1,366 2,462 26 80
Net sales (In thousands of dollars) 684 993 2,030 197 104
Deflated net sales (in thousands of dollars) 684 -1,095 1,158 69 6
Average dollar sales per store 42,750 22,067 29,853 - 30 35
Deflated average dollar sales per store 42,750 24,330 17,030 - 60 - 30
Source: United States Department of Ccamerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol.I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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in number of stores*
In I929 there were 354 combination new and used motor-vehicle 
dealers in the state. The number dropped to 265 In 1933» but there­
after there was a steady increase to 561 In 1948, for a gain of 58 
percent. Total sales grew at a much faster rate than did the number 
of outlets. In 1929 sales were $62,349*000. This amount fell sharply 
to $25,016,000 in 1933, but sales rose each census year thereafter 
and in 1948 were $208,669,000. Deflated sales, which give a good 
indication of change in physical volume, rose 110 percent during the 
period, with most of the increase coining during the last ten years.
The outlets in this type were second only to department stores in 
sales per store. In 1929 the average sales per store was $176,127, 
dropping to $94,400 in 1933, but up again in 1948 to $371,959— a change 
of 111 percent. Deflated sales per store rose 32 percent.
In 1929 there were 4,430 persons employed by this type of store, 
by 1948 the number was 7,999. An increase of 81 percent was noted.
In I929 there was an average of 12.5 persons employed per outlet, in 
1948 this number was 14*3* While employment was increasing 81 percent, 
payrolls were increasing 254 percent. These changes caused the average 
salary or wage per employee to rise from $1,350 in 1929 to $2,645 in 
1948. Since the increase of 96 percent was greater than the rise in 
the consumers* price index, real wages increased.
Used Motor-Vehicle Dealers
Although not as important in the total retail trade of the state
Table 38. Combination New and Used Motor-Vehicle Dealers in Lcnisiana with Proprietors, Number of
Employees, and Net Sales, 1929, 1933* 1939, and 1948, with Percent Change from 1929 to
1948 and from 1939 to 1948.
Percent Percent
1929 . 1933 1935 • 1939 1948 change change
___________ 1929-1948 1939-1948
Number of stores 354 265 276 309 561 58 82
Number of proprietors 225 268 158 223 504 124 126
Nuaber of paid employees 4,430 2,731 3,469 4,127 7,999 81 94
Average number of paid employees per store 12.5 10.4 12.6 13.4 14.3 14 7
Pajroll (in thousands of dollars) 5,982 2,624 4,155 5,038 21,158 254 320
Average dollar income per employee 1,350 961 1,198 1,221 2,645 96 115
Net sales (in thousands of dollars) 62,349 25,016 42,571 53,985 208,669 235 287
Deflated net sales (in thousands of dollars) 62,349 34,987 52,687 65,916 130,909 110 99
Average dollar sales per store 176,127 94,400 154,243 174,709 371,959 111 113
Deflated 176,129 132,028 190,894 213,319
§*&CM 33 9
Source: United States Department of Coumerce, Bureau of the Census, Census of Business 1948, Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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as combination new and used motor-vehicle dealers, the used motor- 
vehicle dealers made greater gains* Data indicate that this type of 
retail outlet had its start in the late 1920*8, since in 1929 there 
were only nine such dealers in the state (Table 39)* By 1948 the 
number grew to 238, an increase of 2,544 percent. Total sales in 
1929 were $429,000 and in 1948 were 042,547,000, a gain of 9,818 per­
cent, which was much larger than the United States total of 1,630 
percent. Most of these outlets were large as indicated by the average 
sales per outlet. In 1929 average sales per outlet was $47,667 and 
in 1948 was $178,769, an advance of 275 percent. The 1948 volume per 
outlet was the third highest in the state.
Neither employment nor payroll kept pace with the rapid growth 
in the number of outlets and sales. In 1929 there were 39 parsons 
employed, and the total payroll was $40,000, whereas in 1948 employ­
ment stood at 473 and payroll at $996,000. Thus, employment increased 
1,113 percent and payroll increased 2,390 percent. The average income 
per employee in 1929 was $1,026 and $2,106 in 1948, a change of 105 
percent.' Although there was a large increase in sales, both in actual 
dollar sales and deflated dollar sales per outlet, the average number 
of employees per store was cut in half. In 1929 each outlet averaged 
4*3 employees, while in 1948 the average was two.
Tire, Battery, and Accessory Dealers
Tire, battery, and accessory dealers are complementary to motor- 
vehicle dealers and the increase in total sales of these two types of
Table 39. Used MotoivVehicle Dealers in Louisiana with Proprietors, Number of Snployees, and Net
Sales, 1929, 1935, 1939* and 1948, with Percent Change from 1929 to 1948 and from 1939
to 1948.
1929 1935 1939 1948
Percent
change
Mgfcim
Percent
change
1939-1948
Number of stores
Number of proprietors not on payroll 
Number of paid employees 
Average number of paid employees per store 
Payroll (in thousands of dollars)
Average dollar income per employee 
Net sales (in thousands of dollars)
Deflated net sales (in thousands of dollars) 
Average dollar sales per store 
Deflated average dollar sales per store
9 21 58 238 2,544 310
3 17 30 259 8,533 853
39 66 256 473 1,113 85
4.3 3.1 4*6 2.0 - 53 - 57
40 47 279 996 2,390 261
1,026 712 1,090 2,106 . 105 93
429 519 3,678 42,547 9,818 1,057
429 726 4,490 26,692 6,122 494
47,667 24,714 63,414 178,769 275 182
47,667 34,565 77,428 112,151 135 45
So&rce: United States Department of Ccumerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Yd. I, Part 3* and United States Census Bureau, Census of American 
Business. Retail Distribution. Vole. 4-8, 1933*
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outlets are almost parallel, although in other respects they are quite 
different.
In 1929 there were 128 tire, battexy, and accessory dealers in 
the state (Table 40). The number of outlets dropped to a low of 87 
in 1935, but by 19A8 the number was 281— a growth of 120 percent for 
the period. Total outlets in the nation decreased eight percerib• Sales 
rose from $5,413*000 in 1929 to $19,885,000 in 1948, an increase of 267 
percent. Deflated sales increased 130 percent. The average sales per 
store was $42,289 in 1929* which was over twice the average for all 
types of stores and after a sharp drop to an average of $19,049 in 
1933* sales increased to $70,765 in 1948. On the basis of deflated 
sales, the change was from $42,289 to $44,295* shewing an increase of 
five percent. The total number of employees grew from 573 to 1,144* 
a gain of 100 percent. Employment per store decreased from 4*5 to 4*1* 
a drop of nine percent. Total payroll rose 213 percent from $712,000 
in 1929 to $2,227,800 in 1948. The average payroll per employee in 
1929 was $1,243* The average payroll per employee rose to $1,947 in 
1948, an increase of 57 percent. The actual amount was well above 
average, but the increase was less than the rise in the consumers* 
price index; thus, real wages were not as high in 1948 was in 1929.
Gasoline Service Stations
Although the average gasoline service station would be classified 
as a small-scale retailer, collectively, they are one of the most 
important types of retail outlets in the state (Table 41). In 1929
Table 40. Tire, Battery, and Accessory Dealers in Louisiana vith Proprietors, Number of flnployeas,
and Net Sales, 1929, 1933* 1935, 1939, and 1948, with Percent Change from 1929 to 1948
and from 1939 to 1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 128 106 87 173 281 120 62
Nunber of proprietors not on payroll 97 95 33 121 251 159 107
Nunber of paid employees 573 273' 436 784 1,144 100 46
Average nuriber of paid employees per store 4.5 2.6 5.0 4.5 4.1 - 9 9
Payroll (in thousands of dollars) 712 300 523 843 2,227 213 164
Average dollar income per employee 1,243 1,099 1,200 1,075 1,947 57 81
Net sales (in thousands of dollars) 5,413 2,019 3,128 6,529 19,885 267 205
Deflated net sales (in thousands of dollars) 5,413 2,824 3,871 7,972 12,475 130 56
Average dollar sales per store 42,289 19,047 35,954 37,740 70,765 67 88
Deflated average dollar sales per store 42,289 26,639 44,498 46,080 44,395 5 - 4
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade.
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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gasoline service stations ranked second in the state in total number 
' of outlets and fifth in net sales, total employees, and total payroll.
In 1948 this type of outlet ranked second in total number of outlets, 
fourth in net sales and total payroll, and fifth in total employment.
In 1929 there were 1,956 gasoline service stations in the state.
The number had increased to 2,721 in 1939, but there was a decline in 
number to 2,320 by 1948* The over-all increase in number of 25 percent 
was less than the 55 percent for the United States. The number of pro­
prietors closely paralleled the number of outlets during the entire 
period. In 1929 the total sales of this type of store was $18,753*000. 
After a slight drop to $15,304*000 in 1933* this volume grew to 
$79*487,000 in 1948. A gain of 219 percent for the period as compared 
to the United States* gain of 259 percent. Deflated sales showed a 
steady rise from 1929 to 1948 of 161 percent. In 1929 the average sales 
per outlet was $10,104* less than half the average for all types of stores. 
In 1948 average sales per outlet was $34*263* as compared to the over-all 
average of $56,624. Deflated average sales per store for 1929, 1933, and 
1935 were just about the same with a large increase of 112 percent from 
1939 to 1948.
The number of paid employees increased much faster than the number 
of outlets. In 1929 there were 2,396 persons employed by gasoline ser­
vice stations. By 1948 this number was 5*167* for an increase of 156 
percent. The average number of employees per outlet rose from 1.3 in 
I929 to 2;2 in 1948. Total payrolls rose even faster than employment 
from $2,167*000 to $7,116,000, an increase of 228 percent. Thus, the
%Table 41. Gasoline Service Stations in Louisiana -with Proprietors, Number of finployees, and Net Sales, 
1929, 1933 ■, 1935# 1939, and 1946* with Percent Change from 1929 to 1948 and from 1939 to 
1948.
1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 1,856 2,095 2,379 2,721 2,320 25 - 15
Number of proprietors not on payroll 1,592 1,889 2,208 2,487 2,274 43 - 10
Nuriber of paid employees 2,396 2,231 2,901 3,558 5,167 116 34
Average nuriber of paid employees per store 1.3 1 .2 1 .1 1.4 2 .2 69 57
Payroll (in thousands of dollars) 2,167 1,665 2,072 2,540 7,116 228 180
Average dollar income per employee 905 746 714 658 1,377 52 109
Net sales (in thousands of dollars) 18,753 15,304 20,190 30,781 79,487 319 158
Deflated net sales (in thousands of dollars) 18,753 21,404 24,988 37,584 49,866 161 33
Average dollar sales per store 10,104 7,305 8,487 11,312 34,263 239 203
Deflated average dollar sales per store 10,104 10,207 10,504 13,812 21,495 113 56
Source: United States Department of Cccmerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics, Vol. HI; United States Department of Conmerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau. Census of American Business. Retail 
Distribution. Vols. 4-8, 1933.
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average income per employee in 1929 was $905# which was just about 
the same for the state average for all types of outlets. In 1948 
this amount was $1,377, which was well below the state average.
Hardware Stores
Hardware stores as a class made the largest gains in total stores 
and sales of any major type of retail outlet in the state (Table 42). 
Although relatively not so important as some of the other types of 
stores, the gains were much larger. In 1929 there were only 158 hard­
ware stores in the state. This number dropped slightly to 148 in 1933, 
but by 1948 the number stood at 460. Hardware stores rank sixth in the 
state in outlets in 1948. The growth from 1929 to 1948 was 191 percent. 
The increase in sales was even larger. In 1929 sales were $4,531,000.
In 1933 there was a drop to $1,994,000, but by 1948 sales had risen to 
$30,423,000. The percentage increase was 571. The Louisiana gain in 
outlets and sales was much larger than the gain for the total for all 
states. Deflated sales increased 321 percent from 1929 to 1948. Av­
erage sale8 per store more than tripled, from $27,677 in 1929 to 
$115,501 in 1948. The 1948 amount was eighth highest of all types of 
outlets. Deflated sales per store rose from $27,677 in 1929 to $72,460 
for an increase of 162 percent.
The number of employees did not rise as rapidly as sales and 
stores. Etoployment ranged from a low of 261 in 1933 to a high of 
1,336 in 1948, with an increase of 177 percent from 1929 to 1948. The
Table 42. Hardware Stores In Louisiana with Proprietors, Number of Employees, and Net Sales, 1929*
1933* 1935, 1939, and 1948* with Percent Change from 1929 to 1948 and from 1939 to 1948*
- 1929 1933 1935 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 158 148 207 251 460 191 84
Number of proprietors not on payroll 152 134 163 213 443 191 no
Nuriber of paid mnployees 482 260 454 709 1,336 177 88
Average number of paid employees per store 3.1 1.8 2.2 2.8 2.9 - 60 4
Payroll (in thousands of dollars) 575 211 NA 678 2,634 358 288
Average dollar income per employee 1,193 812 NA 956 1,972 65 106
Net sales (in thoundds of dollars) ■4,531 1,994 3,620 6,816 30,423 571 346
Deflated net sales (in thousands of dollars) 4,531 2,789 4,480 8,322 19,086 321 129
Average dollar sales per store 2?;677 13,473 17,488 27,155 115,501 303 325
Deflated average dollar sales per store 27,677 18,843 21,644 33,156 72,460 162 119
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. RetA-n Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
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average number of employees per store decreased from 3*1 In 1929 to 
2.9 percent in 1948. Total payroll declined from $575,000 in 1929 
to $2,634,000 in 1948, an increase of 358 percent. Average income 
per employee in 1929 was $1,193 and in 1948 it was $1,972, an 
increase of 65 percent. The dollar amount each year was well over 
the average for all types of stores, but the percent of increase was 
less than the increase in the consumers* price index so that relatively 
the employees real wages decreased.
Drug Stores
Drug stores as a type of retail outlet were very Important in the 
retail trade of Louisiana. In 1929 drug stores were third in the state 
in total outlets and fourth in net sales, total employment, and average 
number of employees per store. In 1948 they ranked third in number of 
outlets, fourth in average number of employees per store, and fifth in 
net sales and total payroll.
One of the most noticeable facts about drug stores is the stability 
in number of stores (Table 43)* This Stability in numbers is true despite 
the great change that has taken place in the general appearance of drug' 
stores, and the change in the range of merchandise carried in the period 
since 1929* In 1929 there were 864 drug stores in the state, 883 In 
1933, 887 in 1935, and 892 in 1939 and 1948. A change in number of only 
three percent in the twenty-year period.
Drug store sales in 1929 were $21,090,000. There was a drop to 
$13,951,000 in 1933, but by 1948 the volume of sales had risen to
Table 43. Drug Stores in Louisiana with Proprietors, Nunber of Qnployees, and Net Sales, 1929, 1933,
1935, 1939, and 1948, with Percent Change from. 1929 to 1948 and from 1939 to 1948.
1929 1933 1935 1939
Percent Percent 
1948 change change 
_______1929-1948 1939-1948
Number of stores
Number of proprietors not on payroll 
Number of paid employees 
Average number of paid employees per store 
Payroll (in thousands of dollars)
Average dollar income per employee 
Net sales (in thousand* of dollars)
Deflated net sales (in thousands of dollars) 
Average dollar sales per store 
Deflated average dollar sales per store
864 883 887 892 892 3 0
872 851 703 723 781 - 10 8
3,031 2,781 3,081 4,091 5,179 71 27
3.5 3.1 3.5 4*6 5.8 66 26
2,525 1,837 2,165 2,605 7,064 180 171
833 661 703 637 1,364 64 114
21,090 13,951 16,669 23,075 59,178 181 156
21,090 19,512 20,630 28,175 37,125 76 32
24, 410 15,800 18,793 25,869 66,343 172 156
24,4L0 22,098 23,259 31,586 41,620 70 32
Source: United States Department of Camerce, Bureau of the Census, Census of Business 1948. Betail Trade. 
Area Statistics. Vol. HI; United States Department of Canmerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bure&U; Census of American 
Business. Retail Distribution. Vola. 4-8, 1933*
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$59*178,000. The deflated sales were much more stable. Prom 
$21,090,000 in 1929, deflated sales dropped to $19,512,000 in 1933* 
and gradually grew to $37,125,000 in 1948, an increase of only 76 
percent. Since the number of outlets remained fairly constant, sales 
per outlet increased. In 1929 the average sales per store was $24,410; 
after a drop to $15,800 in 1933» this rose to $66,343 in 1948, an 
increase of 172 percent. On the basis of deflated sales, which is 
indicative of physical volume, average sales per store increased 70 
percent. The trends in the retail drug outlets and sales in Louisiana 
and the United States paralleled.
The number of employees rose 71 percent, whereas payrolls increased 
180 percent. The average income per employee in 1929 was $833 which was 
less than the over-all average, as was the 1948 average, which was $1,364# 
Employmerfc per store rose from 3»5 in 1929 to 5.8 in 1948.
Jewelry Stores
The most interesting thing about jewelry stores is the high average 
salary and wages paid to its employees (Table 44-)• In 1929 the average 
income per employee was $4*393# which was by far the highest of any type 
of store in the state. There was a large drop in 1933 to an average of 
only $944 but in 1948 the average Income per employee was $2,518. This 
amount was a decrease of 43 percent, still it was the second highest 
amount of all types of stores. The large decrease in 1933 was caused by 
the great effect the depression had on the sale of the expensive items 
sold by the jewelry stores of that time. The experience of the depression
Table 44* Jewelry Stores in Louisiana with Proprietors, Number of Employees, and Net Sales, 1929*
1933* 1939* and 1948, with Percent Change from 1929 to 1948 and frcm 1939 to 1948.
Ntaaiber of stores
Number of proprietors not on payroll 
Number of paid employees 
Average masher of paidemployees per store 
Payroll (in thousands of dollars)
Average dollar income per employee 
Net sales (in thousands of dollars)
Deflated net sales (in thousands of dollars) 
Average dollar sales per store 
Deflated average dollar sales per store
1929 1933 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
204 142 144 264 29 83
212 134 122 256 21 110
583 339 606 1,141 96 88
2.9 2.4 4.2 4.3 48 2
2,561 337 912 2,873 12 12
. 4,393 994 1,505 2,518 - 43 67
5,252 1,764 5,023 18,529 253 269
5,252 2,467 6,133 11,624 121 90
25,745 12,423 34,882 70,186 173 101
25,745 17,375 42,591 44,031 71 3
Source: United States Department of Conmerce, Bureau of the Census, Census of Business 1948. Refcs-n Trade. 
Area Statistics.-Vol. HI: United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade, Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail. Distribution. Vais. 4-8, 1933*
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years, no doubt, led to the second cause, which was the change In 
the general type and range of merchandise carried by jewelry stores 
in 1948 as compared with 1929*
In 1929 there were 204 jewelry stores in the state. The 
depression brought a drop to 142 in 1933» by 1948 the number was 
264— a growth of 29 percent during the period. Sales increased 153 
percent during the period, however, there was wide fluctuation during 
the period. In 1929 sales were $5,252,000 but dropped to $1,764,000 
in 1933» In 1948 they were $16,529,000. Deflated sales went up 121 
percent from 1929 to 1948, and here too there was a large drop in sales 
in 1933. Average sales per store in 1929 was $25,745, and in 1948 it 
was $70,176, a rise of 172 percent. The average number of employees 
per store ranged from 2.4 in 1933 to 4.3 in 1948.
Book Stores
Book stores were another type of store that made large gains as a 
class, but as individual stores the gains, if any, were small (Table 45). 
In 1929 there were 16 book stores in the state. Ey 1948 this number had 
grown to 39* an increase of 144 percent. Total sales grew during this 
period from $597,000 to $1,794*000, a percentage growth of 200 percent.
On the basis of deflated sales, the increase was 88 percent. Since the 
number of outlets rose almost as fast as sales, there was only a «n«n
increase in average sales per store. In 1929 the average sales per store*■
was $37,312, which dropped to a low of $26,750 in 1939, but in 1948 it was
Table 45. Book Stores In Louisiana with Proprietors, Number of Employees, and Net Sales, 1929, 1935,
1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948*
1929 1935 1939 1948
Percent
change
1929-1948
Percent
change
.1939-1948
Number of stores 16 20 28 39 144 39
Niaaber of proprietors not on payroll 13 15 21 34 162 62
Nwber of paid employees 97 107 123 162 67 32
Average number of paid employees per store 6.1 5.3 4*4 4.2 - 31 - 5
Payroll (in thousands of dollars) 135 NA 157 313 132 99
Average dollar income per employee 1,391 NA 1,276 1,932 39 51
Net sales (in thousands' of dollars) 597 545 749 1,794 200 140
Deflated net sales (in' thousands of dollars) 597 762 915 1,125 88 23
Average dollar sales per store 37,312 27,250 26,750 46,000 23 72
Deflated average dollar sales per store 37,312 38,112 32,662 28,858 - 23 - 12
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
AESft Statistics. Vol. HI; United States Department of Comaerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau. Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
i-1
£
125
$46,000. Sales rose 23 percent from 1929 to 19AS, On the basis of 
deflated sales, which gives an indication of physical volume, there 
was a drop of 23 percent during the period.
While employees were increasing 67 percent from 77 in 1929 to 
162 in 1948* payrolls were increasing 132 percent from $125,000 to 
$313*000. This caused a rise of 39 percent in the average income 
per employee, from $1,391 to $1,932.
Camera Dealers and Photographic Supply Stores
Although in number of stores and sales camera dealers and photo­
graphic supply stores made up a very small part of the totals of the 
state, this type of store made great gains during the 1929 to 1948 
period (Table 46). In 1929 there were only four camera dealers and 
photographic supply stores in the state. By 1948 the number had grown 
to 16 with most of the growth taking place in the last ten years. Net 
sales rose during the period from $259*000 in 1929 to $1,862,000 in 
1948, an increase of 619 percent. In 1929 this type of store ranked 
fourth in the state in average sales per store. In that year the 
average sales per store was $64*750. Average sales per store dropped 
to $25*200 in 1939* but by 1948 it was $116,375, which was seventh 
highest in the state. Average sales per store rose 80 percent in 
actual dollar volume and 13 percent in deflated sales. In 1929 there 
were 29 persons employed by this type of store for an average of 7*3 
per store, which was fifth highest in the state. In 1948 there were
Table 46. Camera Dealers and Photographic Supply Stores in Louisiana with Proprietors, Number of
Employees, and Net Sales, 1929, 1939, and 1948, with Percent Change from 1929 to 1948
and from 1939 to 1948*
>
1929 1939 1948
Percent
change
1929-1948
Percent
change
1939-1948
Number of stores 4 5 16 300 220
Number of proprietors not on payroll 2 1 16 700 1,500
Nuafcer of paid employees 29 21 95 228 352
Average number of paid employees per store 7.3 4.2 5.9 - 19 40
Payroll (In thousands of dollars) 42 28 214 410 664
Average dollar Income per employee 1,448 1,333 2,253 56 69
Net sales (in thousands of dollars) 259 126 1,862 619 1,378
Deflated net sales (in thousands of dollars) 259 154 1,168 351 658
Average dollar sales per store 64,750 25,200 116,375 80 362
Deflated average dollar dales per store 64,750 30,769 73,008 13 133
Source: United States Department of Camerce, Bureau of the Census, Census of Business 1948, Retail Trade. 
Area Statistics. Vol. HI; United States Department, of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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95 persons employed for an average of 5.9 per store. Payrolls 
during the period grew from $42,000 in 1929 to $214,000 in 1948, 
for an increase of 410 percent. The average income per employee 
in 1929 was $1,448, which was fourth highest of all stores. This 
rose to $2,253 in 1948, a gain of 56 percent. The 1948 amount was 
sixth highest of all stores.
Luggage Stores
In the period from 1929 to 1948 there was a very small number 
of retail stores in Louisiana specializing in the sale of luggage.
In 1929 there were only four such stores, in 1948 only eight (Table 
47). Sales in 1929 were $225,000 or $56,250 per store, and in 1948 
they were $661,000 or $82,625 par store which was an increase of 194 
percent in total sales and 47 percent in sales per store. In 1929 
the average sales per store was the fifth highest of all stores.
When these figures are deflated, total sales rose 64 percent and; 
sales per store ropped eight percent.
The number of employees rose 63 percent, from 19 to 31. There 
-was an average of 4*7 employees per store in 1929 and 3.9 in 1948. 
During the period, payrolls rose from $26,000 to $68,000 for an 
average income per employee of $1,368 in 1929 and $1,935 in 1948.
S urinary
In the two most important measures— -total outlets and sales— it
•Table 47. Luggage Storesin Louisiana with Proprietors, Nunber of Bsployees, and Net Sales, 1929,
1939, and 1948, with Percent Change from 1929 to 1948 and from 1939 to 1948*
Percent Percent 
1929 1939 1948 change change
___________________________________ 1929-1948 1939-1948
Nianber of stores 4 4 8 100 100
Ntanbar of proprietors not an payroll 3 3 4 33 33
Number of paid employees 19 15 31 63 107
Average number of paid employees per store 4.7 3.7 3.9 - 17 5
Payroll (in thousands of dollars) 26 13 60 131 365
Average dollar income per employee 1,368 867 1,935 41 123
Net sales (In thousands of dollars) 225 127 661 194 420
Deflated net sales (In thousands of dollars) 225 155 415 84 168
Average dollar sales per store 56,250 31,750 82,625 47 160
Deflated avezags dollar sales per store 56,250 38,767 51,835 - 8 34
Source: United States Department of C amerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Conmerce, Bureau, of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
Business, Retail Distribution. Vols. 4-8, 1933*
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is clear that four types of outlets are by far the most important in 
Louisiana retail trade. Grocery stores led the state in number of 
outlets each census year, and were second in the state in total sales 
in 1929 and first in 1948. Gasoline service stations were second in 
total outlets and fourth in sales in 1929, and second in outlets and 
fifth in sales in 1948* Combination new and used motor-vehicle dealers 
were fifth in outlets and first in sales in 1929 and fourth in outlets 
and second in sales in 1948. Department stores made up a very small 
percentage of the total outlets in the state but were third in sales 
in 1929 and 1948* The first two of these, grocery stores and gasoline 
service stations, are clearly examples of small-scale retailing, whdreas 
the last two, combination new and used motor-vehicle dealers and depart­
ment stores, are examples of large-scale retailing.
At the other end of the scale, the types of outlet with the smallest 
number of outlets and sales are the camera dealers and photographic supply 
stores and luggage stores.
In other measures of importance, department stores and combination 
new and used motor-vehicle dealers were again the leaders in 1929 and 
1948. In both of these years, department stores ranked first in the 
retail trade of the state in total number of employees, average number 
of employees per store, average sales per outlet, and second in total 
payroll. In 1929 combination used motor-vehicle dealers ranked second in 
total employees, average number of employees per store, and sales per 
store. In 1948 the ranking had changed to first in total payroll and
130
average payroll per employee, second in sales per store, and third 
in total employment and average payroll per employee.
In many respects the rate of growth or decline of the different 
types of outlets is more meaningful than absolute growth or changes 
in relative position. It is impossible to make a general statement 
as to trends in general groupings within the twenty-six types of 
stores. For example, grocery stores made great gains in outlets and 
sales but in meat markets this was not true. Shoe stores had a 
decrease in outlets but sales doubled. While the number of women*s 
ready-to-wear specialty stores doubled in number, sales rose nearly 
fivefold. The largest over-all gain was made by infants* wear stores, 
which increased in number over twenty times and in sales by over 
25,000 percent. Used motor-vehicle dealers increased over 2,500 per­
cent in number and almost 10,000 percent in sales in the period from 
1929 to 1948.
Custom tailors experienced the greatest decline with a drop of 
32 percent in outlets and 57 percent in sales. General stores had a 
drop of 73 percent in outlets, but an increase of 38 percent in sales.
In general, the individual store in all types of outlets increased 
in size as indicated by an increase in the deflated average sales per 
store and in average number of paid employees per store. There were 
several exceptions to this general statement. Luggage stores, book 
stores, and antique shops all had declines in both of these measures.
CHAPTER V
TRENDS IN TOE RETAIL TRADE OF SEVEN CITIES OF LOUISIANA
Introduction
Cities and towns are the heart of the retail trade of a state.
In the last century the trade centers of the nation have been grow­
ing very rapidly at the expense of rural areas. Louisiana*s urban 
cities have also developed rapidly in the past fifty years. In 1900 
less than twenty-seven percent of the total population of the state 
resided in urban centers. In 1950 more than fifty-four percent of 
the total population of the state resided in urban centers. Fivefold 
growth in a oity*s population since 1900 has not been uncommon. As 
the population of these cities rose, so did their importance as retail 
centers. An analysis of the retail trade of the state would hot be 
complete without a consideration of the larger trade centers of the 
state. The retail trade in the seven largest cities of the state is 
discussed here.
New Orleans
New Orleans has long been one of the leading trade centers of the 
nation.
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Retail Outlets In New Orleans
In 1929 there was a total of 7,912 retail outlets in New Orleans, 
which was 35 percent of the total outlets in the state (Table 48).
The total number declined each census year until 1939 when the number 
was 6,673, but by 1948 the number had risen to 7,764 which was 26 
percent of the state total; while this was a drop of two percent from 
1929 to 1948, the decline was even larger relatively when the drop in 
the percentage of the state total is considered.
The changes in the number of outlets among the categories varied 
greatly from the city total. Seven of the categories showed gains 
from 1929 to 1948 while five had losses. The largest gain was made by 
the Furniture, Furnishings, and Appliance Group. In 1929 there were 
146 of these stores In New Orleans, but by 1948 there were 295, a gain 
of 102 percent during the period. In 1929 these stores made up 32 per­
cent of the total of this category in the state and in 1948 about 26
Tlhe Bureau of Census publishes data for different cities on 
the basis of city population. For larger oities a detailed listing by 
retail category is given, whereas for medium sized cities the breakdown 
is not so detailed and for smaller cities only totals are given. Thus, 
as towns and cities grow in population, the amount of available data 
Increases. Since this is true, some difficulty was experienced in work­
ing with these oity data. It was possible through a process of combina­
tions of data for different types of stores to make all data comparable 
from year to year and for city to city. Nothing could be done about the 
laok of data for the early census year for the smaller cities. In con­
sidering these smaller cities, the percent of change is shown from the 
earliest date for which complete data were available. It should be noted 
that the percent of change for the different cities are not all comparable.
Table 48. Number of Retail Outlets, by Categories, in New Orleans, 1929, 1933> 1935, 1939, and 1948,
with Percent Change from 1929 to 1948 and from 1939 to 1948.
Category
Food group
Eating and drinking places 
General stores 
General merchandise group 
Apparel group
Furniture, furnishings, appliance group
Automotive group
Gasoline service stations
Limber, building, hardware group
Drug and proprietary stores
Liquor stores
Second-hand stores
Other retail stores
Total
1929 1933 1935 1939 1948
Percent
change
1929-
1948
Percent
change
1939-
1948
Percent 
of total 
outlets in 
Louisiana 
in 1929
Percent 
of total 
outlets lx 
Louisiana 
in 1948
3,970 3,249 2,026 2,832 2,849 - 28 1 44 25
1,238 1,300 1,386 1,517 2,110 70 39 46 34
10 42 13 7 13 30 86 y 1
200 191 170 147 201 1 37 26 21
431 363 339 379 376 - 36 - 1 45 31
146 119 124 138 295 102 14 32 27
220 340 241 104 174 - 21 67 43 15
228 352 391 420 441 93 5 12 19
175 225 161 156 276 58 77. 31 23
280 325 308 290 298 6 3 32 33
- — - 39 148 HA NA — 23
89 */ 131 120 64 - 28 -47 63 46
925 1,203 538 539 505 - 45 - 6 56 34
7,912 7,708 6,835 6,673 7,764 - 2 16 35 26
a/ Included in other retail stores, 
b/ -Less than one-half of one percent.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. H I ;  United States Department of Cotmerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933* h
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percent of the total. The Gasoline Service Station Group made the 
second largest gain of 93 percent from 228 to 441 in 1929 and 1948, 
respectively. In 1929, 12 percent of all gasoline service stations 
were located in New Otleans and 19 percent in 1948* The third largest 
gain was made by the Eating and Drinking Places Group. This category 
rose in number from 1,238 to 2,110 for an increase of 70 percent. In 
1929 the outlets in this category located in New Orleans made up 46 
percent of the total of the state, and by 1948 this percentage had 
dropped to 34 percent.
The greatest decline was in the Other Retail Stores Group which 
declined 45 percent from 925 to 505. The Food Group showed the second 
largest drop. In 1929 there were 3*970 food stores in New Orleans as 
compared to only 2,849 in 1948, which was a drop of 28 percent with 
most of the decline taking place during the depression years.
The category with the least over-all change was the General 
Merchandise Group which increased from 200 in 1929 to 201 in 1946. 
Although the over-all change was small, there was great fluctuation 
between these two years with only 147 stores in operation in 1939*
Drug stores were quite stable too, with an over-all gain of o n ly  six 
percent from 280 to 298 and with little change during the other census 
years. About 32 percent of all the drug stores of the state were 
located in New Orleans in 1929 and 33 percent in 1948.
Retail Sales in New Orleans
The importance of New Orleans in the retail trade of the state is
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better illustrated by the high percentage of total retail sales made 
by the retailers of the city* In 1929 the retail sales in New Orleans 
made up 35 percent of an retail sales of the state and in 1948 about 
33 percent of the state total (Table 49)• Total retail sales in the 
city were $162,948,000 in 1929; after a drop to $103,386,000 in 1933, 
the volume rose to $553,211,000 in 1948* Sales in 1948 were 240 per­
cent greater than sales in 1929* Deflated sales, which are indicative 
of physical volume, increased 113 percent during the period.
All of the individual categories had inoreased in sales* The 
growth ranged from a low of 75 percent in the Second-hand Store Group 
to a high of 741 for General Stores Group* Actual dollar sales for the 
General Stores Group were $117,000 in 1929 and $984,000 in 1948, while 
sales of the Second-hand Stores Group were $1,795,000 and $2,128,000. 
Other large gains were 565 percent for the Eating and Drinking Places 
Group from $9,537,000 to $63,404,000, and 493 percent for the Gasoline 
Service Stations Group from $3,400,000 to $20,176,000.
The group with the largest actual dollar sales was the Food Group* 
In 1929 sales in this group were $36,433,000. After a drop in 1933 to 
$27,495,000, sales rose to $118,674,000 by 1948 for an over-all gain 
of 226 peroent* Second in dollar volume was the General Merchandise 
Group which rose 244 percent from $28,348,000 in 1929 to $97,533,000 in 
1948* Third and fourth were the Eating and Drinking Places and the 
Apparel Group. Although the Automotive Group ranked second in the state 
in total sales, it ranked fifth in New Orleans.
Table 49* Retail Sales, by Categories, in New Orleans, 1929, 1933> 1935, 1939, and 1948* with Percent Change
from 1929 to 19A8 and from 1939 to 1948;
Percent Percent
a Percent Percent of total of total
Category 1929 1933 1935 1939 1948 change change business business
1929- 1939- Louisiana Louisiana
(00) (000) (000) (000) (000) 1948 19LB in 1929 in 1948
Food group $ 36,433 $ 27,495 $ 28,653 $ 31,395 $118,674 226 278 45 32
Bating and drinking places 9,537 7,575 12,356 16,291 63,404 565 289 51 45
General stores 117 509 89 21 984 741 4,586 b/ 2
General merchandise group 28,348 17,883 21,745 27,861 97,533 21,1, 250 47 46
Apparel group 21,093 12,540 15,615 20,608 62,111 194 201 57 48
Furniture, furnishings, appliance group 10,074 4,761 6,136 9,946 31,928 217 221 43 34
Automotive group 20,655 9,543 12,942 16,996 58,477 183 209 30 21
Gasoline service stations 3,400 4,264 5,184 5,9A4 20,176 493 239 18 25
Lunber, building, hardware group 9,581 4,587 3,321 5,519 29,637 209 437 24 20
Drug and proprietary stores 7,655 6,281 6,908 9,023 23,577 208 161 36 40
Liquor stores — — — 817 7,398 — 806 — 28
Second-hand stores 1,795 */ 1,379 1,217 2,128 75 76 81 51
Other retail stores 15,258 1,202 9,196 11,384 37,164 144 226 5° 38
Total $162,948 $103,386 $123,386 $157,062 $553,211 239 252 35 33
a/ Included in other retail stores, 
b/ Less than one-half of one percent.
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Ratmi Trade. Area 
Statistics. Y d. HI; Uhited States Department of Comnerce, Bureau of the Census, Census of Business 
1940. Retail Trade, Vol. I, Part 3; and United States Census Bureau, Census of American Business. Retail £  
Distribution. Vols. 4-8, 1933* ^
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In 1929 New Orleans stores in four categories sold more than 50 
percent of the total sales of that category in the state. In 1948 
the largest percentage of any category total sales was the Second-hand 
Group with 51 percent followed by the Apparel Group with 48 percent, 
the General Merchandise Group with 46 percent and the Eating and Drink­
ing Places Group with 45 percent. The smallest percentage of the total 
state sales was in the General Stores Group with only two percent.
Retail Employment and Payrolls in New Orleans
Total employment in the retail outlets of New Orleans rose 75 per­
cent in the period from 1929 to 1948 (Table 50). A 75 percent increase 
in employment is rather small considering the growth in sales of over 
250 percent. In 1929 total retail employment in the city was 21,119- 
Data are not available for the census years from 1933 and 1935, but by 
1939 the number was 23,456 and by 1948 the number was 36,922.
Among the categories all but one had increases in employment. The 
Automotive Group employees declined from 1,891 to 1,753— a drop of seven 
percent. The largest increase was in the Eating and Drinking Places 
Group in which employees rose from 2,408 to 8,156 for a gain of 238 per- 
oent. The group with the largest number of employees was the General 
Merchandise Group with 4,477 in 1929 and 8,623 in 1948. The Eating and 
Drinking Places Group was second and the Food Group third. The group 
with the smallest number was the General Stores Group with only 11 paid 
employees in 1929 and 23 in 1948.
Table 50. Number of Bqaloyees, by Categories, In New Orleans Hetall Trade, 1929, 1939* and 1948,
with Percent Change from 1929 to 1948*
Percent
Category 1929 1939 1948 change
:  1 2 2 =i24£
Food group 2,945 3,687 3,927 33
Eating and drinking places 2,408 4,505 8,156 239
General stores 11 NA 23 109
General merchandise group 4,477 4,598 8,623 93
Apparel group 2,336 2,708 3,719 59
Furniture, furnishings, appliance group 1,429 1,423 1,769 24
Automotive group 1,891 1,227 1,753 - 7
Gasoline service stations 492 827 1,219 148
Lumber, building, hardware group 1,701 624 1,763 4
Drug and proprietary stores 1,254 1,874 2,229 78
Liquor stores KA 103 265 NA
Second-hand stores 115 1,642 226 97
Other retail stores 2,278 238 2,489 9
Total 21,119 23,456 36,922 75
Source: United States Department of Caenerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Cceanerce, Bureau of the Census. Census of 
Business 1940. Retail Trade. Vol. I, Fart 3, and United States Census Bureau, Census of American 
Business. Distribution. Vole. 4-8, 1933.
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In 1929 the total payroll of retail stores in New Orleans were 
$20,798,000 (Table 51). Data are not available for 1933* but in 1935 
this amount was down to $15,823,000. By 1948 it was $65,504*000, or 
a gain of 215 percent from 1929.
Among the different categories, the largest gain in payrolls was 
in the General Stores Group which rose from $6,000 in 1929 to $43,000 
In 1948 for an increase of 617 percent. The Eating and Drinking Places 
Group had a growth of 548 percent from $1,517,000 to $9,826,000. The 
smallest change was in the Second-hand Stores Group in which the rise 
was only 70 percent from $234,000 to $397,000. The largest total payroll 
was in the General Merchandise Group. In 1929 the payroll in this group 
was $3,884,000 and by 1948 it was $14,429,000, an increase of 272 percent. 
The smallest payroll was that of the General Stores Group.
Active Proprietors in New Orleans
The number of active proprietors in the retail stores of New Orleans 
declined 13 percent from 1929 to 1948 (Table 52). In 1929 there were 
8,299 active proprietors, slightly more than the 7,912 stores in the city. 
Theenumber dropped to 5,945 in 1939 but was back to 7,26l in 1948, which 
was less than the total number of outlets for that year.
Seven of the groups had decreased during the period in the number 
of proprietors. The decline was 39 percent in the Second-hand Stores 
Group and 38 percent in the Food Stores Group. The largest growth was in 
the Furniture, Furnishings, and Appliance Group, which gained 136 percent. 
Second was the Gasoline Service Stations Group which rose 117 percent.
Table 51. Payroll for Employees, by Categories, in New Orleans Retail Trade, 1929, 1935, 1939,
and 1948, with Percent Change from 1929 to 1948*
Percent
Category 1929 1935 1939 1948 change
  .  (000) (000) (000) (000) 1929-1948
Food group ♦ 2,094 ♦ 2,232 ♦ 2,075 ♦ 6,070 199
Bating and drinking places 1,517 2,043 2,436 9,826 548
General stores 6 4 NA 43 617
General merchandise group 3,884 3,034 4,163 14,429 271
Appard group 2,839 2,040 2,492 7,153 152
Furniture, furnishings, appliance group 1,844 1,032 1,733 4*486 143
Automotive group 2,527 1,503 1,713 5,380 112
Gasoline service stations 436 658 572 2,022 364
lumber, building, hardware group 1,742 491 632 4,300 147
Drug and proprietary stores 868 978 1,118 3,138 262
Liquor stores — — 72 425 NA
Second-hand stores 234 211 190 397 70
Other retail stores 2,795 1,597 1,945 5,622 101
Total ♦20,798 ♦15,823 ♦19,141 ♦65,504 215
Sources United States Department of Ccranerce,' Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Yd. HI; United States Department of Comnerce, Bureau of the Census. Census of 
Business 1940. Retail Trade. Vol. I, Part 3s end United States Census Bureau, Census of American 
Business. 'Retail Distribution. Yds. 4-8, 1933*
.Table 52. Active Proprietors of Unincorporated Businesses, by Categories, in New Orleans, 1929,
1939, and 1948, with Percent Change from 1929 to 1948.
Percent
Category 1929 1939 1948 change
_ ____    ;_______________________________________________ 1929-1948
Food group 4,410 2,628 2,731 - 38
Sating and drinking places 1,429 1,455 2,082 46
General stores 18 7 14 - 22
General merchandise group 215 130 165 - 23
Apparel group 324 240 306 - 6
Furniture, furnishings, appliance group 114 140 269 136
Automotive group 175 49 159 - 9
Gasoline service stations 164 364 400 117
Lumber, building, hardware group 147 132 259 76
Drug and proprietary stores 279 232 258 - 8
Liquor stores — 29 121 NA
Second-hand stores 92 121 56 - 39
Other retail stores 912 454 440 52
Total 8,299 5,945 7,260 13
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Trade
Area Statistics. Vol. Ill; United States Department of Comnerce, Bureau of the Census. Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States 'Census Bureau, Census of American 
Business. Distribution. Vds. 4-8, 1933.
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The Food Group had the largest number of active proprietors with 
4,410 in 1929 and 2,731 in 1948, followed by the Eating and Drinking 
Places with 1,429 in 1929 and 2,082 in 1948.
Shreveport
In 1929 there were 940 retail outlets of all types in Shreveport, 
which was four percent of all retail outlets in the state (Table 53)• 
Each census year thereafter the number of outlets rose; In 1933 there 
were 1,084* by 1935 there were 1,147* and in 1939 there were 1,215.
The next ten years brought a large jump to 1,743 in 1948. This number 
was six percent of all the retail outlets in the state. Shreveport 
then, not only had a large growth in the number of outlets, but based 
on the number of outlets the relative importance of the oity as a retail 
center in the state also rose. The percent change during the entire 
period was a rise of 85 percent and in the period from 1939 to 1948 
there was an increase of 43 percent.
Within the different categories all groups showed gains with the 
exception of the Automotive Group. In 1929 there were 92 outlets in 
this group but in 1948 there were only 72 outlets— a drop of 22 percent. 
The group with the largest gain was the Lumber, Building, and Hardware 
Group which rose from 24 outlets to 84 for an increase of 250 percent. 
Eating and Drinking Places Group had the second largest gain with an 
increase of 152 percent, followed by the Food Group with a growth of 119
Table 53• Nunber of Retail Outlets, by Categories, in Shreveport, 1929* 1933* 1935, 1939, and 1948, -with
Percent Change from 1929 to 1948 and from 1939 to 1948*
Category 1929 1933 1935 1939 1948
Percent
change
1929-
1948
Percent
change
1939-
1948
Percent Percent 
of total of total 
outlets in outlets! 
Louisiana Louisiana 
in 1929 in 1948
FObdt groiq) . 270 314 328 357 592 119 66 3 7
Siting and drinking places 124 178 197 231 312 152 35 5 5
Gpuiral .stores s/ 17 7 3 24 NA 700 NA 3
' General " merchandise group 38 40 30 29 51 34 76 5 5
^Apparel group 99 99 97 112 110 11 - 2 10 9
Furniture, furnishings, appliance group 40 25 33 36 31 102 125 9 7
rAu^jmptive group 92 87 96 49 72 - 22 47 18 6
[Gasoline service stations 104 129 170 168 160 54 - 5 6 7
Lumber, building, hardware group 24 23 25 27 86 250 211 4 7
Drug and proprietary stores 45 49 46 48 53 18 10 5 6
Liquor stores — 19 70 NA 268 NA 11
Second-hand stores 9 §/ 34 27 16 78 - 41 7 12
Other retail stores 95 123 83 106 138 45 30 6 9
Total 940 1,084 1,147 1,215 1,743 85 43 4 6
a/ Included in other retail stores.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 192*8. RfafcAii Trade. Area 
Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census, Census of Business 
1940. Retail Trade, Vol. I, Part 3J and United States Census Bureau. Census of American Business, Retail ,, 
Distribution. Vols. 4-8, 1933.     £
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percent. The smallest gain was in the Apparel Group with a rise of 
only 11 percent.
Among the categories, the percentage of the state total located 
in Shreveport in 1929 ranged from a high of 18 percent of all outlets in 
the Automotive Group to a low of three percent of outlets in the Food 
Group. In 1948 the range was not nearly so large, from a high of 12 per­
cent of the total in Second-hand Stores Group to a low of three percent 
in the General Stores Group. The concentration of stores within the 
different categories seemed to be much more uniform in 1948 than in 
1929.
Data on retail sales show the importance of Shreveport as a 
retail center in Louisiana much better than data on retail outlets.
In 1929 total retail sales in the city were $40,192,000, or nine percent 
of all retail sales in the state (Table 54)* This volume dropped 
sharply in 1933 to $24*269,000, but each following census year showed a 
growth. By 1939 the amount had passed the 1929 volume and stood at 
$46,959,000. In 1948 sales were $170,289,000, or 10 percent of all sales 
in the state. In the period from 1929 to 1948, there was a rise of-224 
percent in retail sales in the city.
The largest gain in sales was made in the Eating and Drinking 
Peaces Group, which rose 649 percent during the twenty-year period. The 
Lumber, Building, and Hardware Group had an increase of 592 percent.
The Furniture, Furnishings, and Appliance Group was third in growth with 
a rise of 412 percent. The smallest gain was in the Second-hand Stores
Table 54. Retail Sales, by Categories, in Shreveport, 1929, 1933, 1935, 1939, and 19*8, with Percent Change
from 1929 to 1948 and from 1939 to 1948.
Category
Percent Percent
1929 1933 1935 1939 1948 change change
1929- 1939-
(000) (000) (000) (000) (000) 1948 1948
Percent Percent 
of total of total 
business business 
Louisiana Louisiana 
in 1929 in 1948
Food group
Sating and drinking places 
General stores 
General merchandise group 
Apparel group
Furniture, furnishings, appliance 
Automotive group 
Gasoline service stations 
Lumber, building, hardware group 
Drug and proprietary stores 
Liquor stores 
Second-hand stores 
Other retail stores
Total
$ 7,041 $ 4,705 $ 4,997 $ 8,130 $ 34,942 396 330 9 9
1,371 1,166 1,975 2,622 10,270 649 292 7 7
*/ 376 267 a/ 1,057 NA NA NA NA
5,932 3,625 4,138 6,291 19,166 224 205 10 9
5,278 3,116 4,122 6,301 15,781 199 150 14 12
IP 3,359 1,526 2,205 2,979 10,574 215 255 14 11
7,555 4,656 5,838 8,542 38,679 412 353 11 14
1,615 1,195 1,730 2,677 4,969 208 86 9 6
2,048 653 1,405 3,012 14,172 592 371 5 10
1,950 1,428 1,730 2,849 6,257 221 120 9 11
— - — 488 4,110 NA 743 NA 17
254 3/ 226 351 663 161 89 11 16
3,691 1,823 2,383 2,717 9,649 161 255 12 10
$40,192 $24,269 $31,081 $46,959 $170,289 324 263 8 10
§/ Included in ether retail stores*
Source: United States.Department of Connerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of Business 
1940* Retail Trade. Vol. I, Part 3; and United States Census Bureau. Census of American Business. Retail 
Distribution. Vols. 4-8, 1944.
V  **
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Group with an lnorease of 161 percent.
The two most important groups on the basis of total sales were 
the Automotive Group and the Food Group. In 1929 the Automotive 
Group had sales of $7,555,000 after a drop to 14*656,000 in 1933* the 
amount increased to $36,679*000 in 1946. The Food Group had sales of 
$7,041,000 in 1929 and.of $34,942,000 in 1946.
The percentage of the total retail sales of the state which were 
made in Shreveport in 1929 ranged from a high of 14 percent in the 
Apparel Group to a low of five percent by the Lumber, Building, and 
Hardware Group. The furniture, Furnishings, and Appliance Group sold 
14 percent of all merchandise sold by this group in the state. In 1946 
the range was from 17 percent of sales by the Liquor Stores Group to 
six percent of all sales of the Gasoline Service Station Group. More 
than 10 percent of all sales in six groups were made in Shreveport.
In 1929 there were 4,436 persons employed in the retail trade of 
Shreveport (Table 55). Data are not available for 1933, so it is 
impossible to determine the effect of the depression on employment in 
the city. The following census year brought an increase in total 
employment. It stood at 4,696 in 1935, at 6,312 in 1939, and had reached 
9,367 by 1946— an over-all rise of 111 percent.
Consistently, the category with the largest number of employees was 
the General Merchandise Group which employed 772 in 1929 and 1,475 in 
1946. The largest gain in employment was in the Eating and Drinking 
Places Group which rose 258 percent, from 419 in 1929 to 1,500 in 1948.
Table 55. Nunber of anployees, by Categories, in Shreveport Retail Trade, 1929, 1935, 1939» and
1948, with Percent Change from 1929 to 1948*
Percent
Category 1929 1935 1939 1948 change
   ____________________________________________________________
Pood group 454 675 919 1,238 173
Eating and drinking places 419 630 936 1,500 258
General stores - 25 4 45 NA
General merchndise group 772 782 1,000 1,475 91
Apparel group 480 523 722 914 90
Furniture, furnishings, appliance group 273 303 459 680 83
Automotive group 617 539 655 1,001 62
Gasoline service stations 283 257 377 336 19
Limber, building, hardware group 208 192 256 680 227
Drug and proprietary stores 256 315 536 710 177
liquor stores — — 42 132 NA
Second-hand stores 50 72 62 58 16
Other retail stores 521 383 349 598 15
Total 4*436 4,696 6,312 9,367 111
Source: United States Department of Conmerce, Bureau of the Census..Census of Business 1948. Retail Trade 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census of American 
. Business. Retail Distribution. Vais. 4-8, 1933.
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The 1948 number was also the largest number employed by any group.
The Food Group also had a larger number of employees, with 454 in 1929 
and 1,238 in 1948 for a growth of 173 percent during the period.
In 1929 the total payroll in the retail trade of the city was 
$5,292,000, by 1948 the amount was $17,846,000 for a rise of 237 
percent (Table 56). In 1929 the average income per employee was $1,191 
and by 1948 it was $1,905* The size and change in payrolls within the 
categories did not follow the same pattern as employment. The Automotive 
Group had the highest payroll with $795,000 in 1929 and $3,078,000 in 
1948, a growth of 287 percent during the period. The General Merchandise 
Group was second with a payroll of $741>000 in 1929 and $2,467,000 in 1948. 
This group was followed closely by the Food Group which had a payroll of 
$502,000 in 1929 and $2,312,000 in 1948. The largest rise was in the 
Eating and Drinking Places Group which jumped from $244*000 in 1929 to 
$1,616,000 in 1948 for an increase of 562 percent. The Lumber, Building, 
and Hardware Group had an increase of 458 percent in payrolls from $308,000 
in 1929 to $1,720,000 in 1948. The smallest rise was in the Gasoline 
Service Station Group. Payrolls in this group in 1929 were $308,000 and 
$466,000 in 1948, an increase of 51 percent.
Data on the number of active proprietors in Shreveport are only avail­
able for three census years. There was an inorease of 130 percent from 
740 in 1929 to 1,702 in 1948 (Table 57)* All the groups, save the Auto­
motive Group, which had a drop of 15 percent, showed gains in proprietors. 
The largest rise was in the Gasoline Service Station Group which increased
Table 56* Payroll for flnployees, by Categories, in Shreveport Retail Trade, 1929, 1935, 1939* and
1948, with Percent Change from 1929 to 1948*
Percent
Category 1929 1935 1939 1948 change
'____________________(000) (000) (000) (000)____________ 1929-1948
Food group ♦ 502 ♦ 442 ♦ 678 ♦ 2,312 361
Sating and drinking places 244 301 444 1,616 562
General stores NA 25 3 45 NA
General merchandise group 741 522 838 2,467 233
Apparel group 774 502 801 1,772 129
Furniture, furnishings, appliance group 567 309 538 1,894 234
Automotive group 795 692 846 3;078 287
Gasoline service stations 308 186 261 466 51
Lunber, building, hardware group 308 202 322 1,720 458
Drug and proprietary stores 253 241 399 810 220
Liquor stores NA NA 33 268 NA
Sseond-hand stores 64 60 47 100 56
Other retail stores 726 425 447 1,298 79
Total ♦5,292 ♦3,907 ♦5,657 ♦17,846 237
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. R«fc«n Trade. 
Area Statistics. Yd* HI; United States Department of Comnerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3, and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933*
Table 57* Active Proprietors of Unincorporated Businesses, by Categories, in Shreveport, 1929, 1939,
and 1948 with Percent Change from 1929 to 1948*
Category 1929 1939 1948
Percent
change
1929-1948
Food group 256 317 584 128
Bating and drinking places 146 243 328 125
General stores - 3 34 NA
General merchandise group 27 13 38 41
Apparel group 60 57 77 28
Furniture, furnishings, appliance group 25 26 75 200
Automotive group 75 25 64 - 15
Gasoline service stations 24 157 168 600
Lumber, building, hardware group 13 25 78 500
Drug and proprietary stores 40 28 41 2
Liquor stores — 13 66 NA
Second-hand stores 6 23 16 167
Other retail stores 68 76 133 96
Total 740 1,006 1,702 130
Source: United States Department of Camerce, Bureau of the Census, Census of Business 1948, Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vols. 4-8, 1933.
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600 percent. The Drug and Proprietary Stores were the most stable 
with 40 outlets in 1929 and 41 in 1948.
Baton Rouge
Baton Rouge had the greatest growth in the period from 1929 to 
1948 of any of the three major retail centers in the state. Much of 
the growth was caused by the increase in the physical size of the city.
In 1929 there were only 457 retail outlets in the city (Table 58). The 
number rose each census year, and by 1948 had reached a total of 1,587. 
Thus, there was a growth in Baton Rouge of 247 percent during the period 
as compared to an increase of only 32 percent for the entire state. ‘In 
1929 only two percent of the retail outlets of the state were located in 
Baton Rouge by 1948 over five percent of all outlets were located in the 
city.
The Food Group was by far the largest group In the city. In 1929 
there were 190 in the group in the city and by 1948 the number had reached 
543> a rise of 186 percent during the period. The Eating and Drinking 
Places Group was second with 50 in 1929 and 345 in 1948, an increase in 
number of 590 percent. The largest rise took place in the Gasoline 
Serviee Station Group, which grew in number from only 13 in 1929 to 131 
in 1948 for a rise of 909 percent. The Eating and Drinking Places Group 
was second in rate of growth.
In 1929 less than two percent of the retail outlets of Louisiana
Table 58* Nisnber of Retail Outlets, by Categories, in Baton Rouge, 1929, 1933, 1935, 1939# and 1948 with
Percent Change f W m  1929 to 1948 and from 1939 to 1948*
Category
Food group
Eating and drinking places 
General"stores 
General merchandise group 
Apparel group
Furniture, furnishings, appliance group
Automotive group
Gasoline service stations
Lumber, building, hardware group
Drug and proprietary stores
Liquor stores
Second-hand stores
Other retail stores
Total
L929 1933 1935 1939 1948
Percent
change
1929-
1948
Percent 
change 
1939- 
1948
Percent Percent 
of total of total 
outlets in outlets in 
Louisiana Louisiana 
in 1929 in 1948
190 166 175 171 543 186 218 2 5
50 72 78 96 345 590 259 1 6
3 10 3 1 15 400 1,400 w 2
22 21 19 19 39 77 150 3 4
42 27 42 58 85 102 47 4 7
16 20 19 19 79 394 306 4 7
32 24 29 18 80 150 344 6 7
13 37 46 48 131 908 173 1 6
18 22 19 NA 58 222 NA 3 5
29 22 30 30 61 110 103 4 7
— — 4 8 58 NA 625 NA 9
4 sJ ¥ 3 4 w 33 3 338 48 60 NA 89 29 NA 2 6
457 469 524 545 1,587 247 191 2 5
a/ Included in other retail stores* 
b/ Less than one-half of one percent*
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Coomerce, Bureau of the Census, Census of Business 
1940* Retail Trade. Vol. I, Part 3# and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols* 4-8, 1933* Hvn
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were located in Baton Rouge* Among the categories the precentage of 
total outlets ranged from a high of six percent of all outlets in the 
Automotive Group to a low of less than one tenth of one percent of all 
the General Stores Group outlets. By 1948, when five percent of all 
outlets were located in Baton Rouge, the range was from a high of nine 
percent of all Liquor Stores Group to a low of two percent of all the 
General Stores Group. Over five percent of all outlets in eight 
categories were located in Baton Rouge.
The rise in Importance of Baton Rouge as a trade center is even 
more evident when the increase in sales made by retailers in the city 
is considered. In 1929 Baton Rouge*s retail sales were $19,066,000 
(Table 59)• There was a drop in sales in 1933 to $11,367,000 but each 
census year thereafter brought a growth. Sales stood at $16,157,000 
in 1935, at $27,780,000 in 1939, and by 1948 were $134,751,000, which 
was a growth of 607 percent during the twenty-year period. The 1929 
volume was four percent of all sales made in the state, and in 1948 
Baton Rouge aocounted for eight percent of the total.
The Food Group accounted for the largest single volume with $3*348,000 
in 1929 and $25,955,000 in 1948, which was an increase of 476 percent. 
Second was the Automotive Group with $4,766,000 in 1929 and $23,326,000 in 
in 1948. Third was the General Merchandise Group with sales of $3,978,000 
in 1929 and $20,026,000 in 1948. The greatest rise took place in the 
General Stores Group which had an increase in sales of 2,692 percent from 
$48,000 in 1929 to $1,340,000. The Lumber, Building, and Hardware Group
Table 59* Betail Sales, by Categories, in Baton Rouge, 1929, 1933, 1935, 1939, and 1948 with Percent Change
from 1929 to 1948 and tram. 1939 to 1948.
Category 1929
(000)
1933
(000)
1935
(000)
1939 
_ (000)
1948
(000)
Percent
change
1929-
1948
Percent
change
1939-
1948
Percent Percent 
of total of total 
business business 
Louisiana Louisiana 
in 1929 in 1948
Food group ♦ 3,348 $ 2,371 $ 2,747 $ 4,505 $ 25,955 675 476 4 7
Eating and drinking places 702 439 799 1,392 9,801 1,296 604 4 7
General stores 48 154 131 NA 1,340 2,692 NA 2/ 3
General merchandise group 3,978 2,937 3,298 4,226 20,026 403 374 7 9
Apparel group 1,789 865 1,631 2,699 9,750 445 ' 261 5 7
Furniture, furnishings, appliance group 1,108 550 907 NA 8,437 661 NA 5 9
Automotire group 4,766 1,456 2,861 NA 23,326 389 NA 7 8
Gasoline service stations 662 678 1,124 NA 7,615 748 NA 4 10
Lumber, building, hardware group 789 659 928 NA 12,025 1,424 NA 2 8
Drug and proprietary stores 811 462 812 1,363 5,396 565 296 4 9
Liquor stores NA NA 92 150 2,237 NA 1,391 NA 9
Second-hand stores 20 NA NA 80 123 515 515 1 3
Other retail stores 1,034 796 837 NA 8,720 743 NA 3 9
Total $19,066 $11,367 $16,157 $27,780 $134,751 607 254 4 8
a/ Included in other retail stores, 
b/ Less than one-half of one percent.
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Comnerce, Bureau of the Census, Census of Business 
1940. Retail Trade, Vol. I, Part 3; and United States Census Bureau, Census of American Business. R e ta i l  
Distribution, Vols. 4-8. 1933.
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sales rose from $789,000 in 1929 to $12,025,000 for a change of 
1,424 percent. Following the state-wide trend, the Eating and 
Drinking Places Group also had a large growth of 1,296 percent 
from $702,000 in 1929 to $9,801,000 in 1948. The smallest gain 
made by any category was the 389 percent increase by the Automotive 
Group.
In 1929 Baton Rouge accounted for over four percent of all 
retail sales made in the state. Among the categories, the range 
in 1929 was from a high of seven percent by the Automotive Group to 
a low of less than two tenths of one percent for the General Stores 
Group. In 1948 Baton Rouge accounted for eight percent of all retail 
sales. All groups accounted for a larger percent of the total retail 
sales of the state than in 1929* The range was from ten percent for 
the Service Station Group to three percent for the Second-hand Stores 
Group. Eight of the categories accounted for more than eight percent 
of the total sales in those categories in the state.
Employment also rose from 1929 to 1948 but not as rapidly as 
sales (Table 60). In 1929 there were 2,169 persons employed in the 
retail trade of Baton Rouge. Data are not available for 1933 and 1935, 
but by 1939 the number was 3,391 and by 1948 it was 8,596— an increase 
of 295 percent from 1929.
The category with the largest number of employees was the General 
Merchandise Group with 593 in 1929 and 1,674 in 1948. The Eating and
Table 60. Number of Employees, by Categories, in Baton Rouge Retail Trade, 1929, 1939, and 1948
Percent Change from 1929 to 1948.
Category 1929 1939 1948
Percent
change
1929-1948
Food group 250 447 901 160
Eating and drinking pOLaces 228 422 1,541 576
General stores 2 NA 44 2,100
General merchandise group 593 565 1,674 182
Apparel group 153 309 601 293
Furniture, furnishings, appliance group 136 NA 646 375
Automotive groiq> 353 NA 600 126
Gasoline service stations 79 NA 599 658
Limber, building, hardware group 143 NA 706 393
Drug and proprietary stores 121 200 426 252
Liquor stores NA 14 93 NA
Second-hand stores 8 7 12 50
Other retail stores 141 NA 553 292
Total 2,169 3,391 8,596 295
Source: United States Department of Cosnerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Conmerce, Bureau of the Census, Census of Business 
19AO. Retail Trade. Vol. I, Part 3j and United Stakes Census Bureau, Census of American Business, betjH l 
Distribution. Vols. 4-8, 1933*
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Drinking Places Group was second with 228 in 1929 and 1,541 in 1948, 
for an increase of 576 percent. The Food Group also had a large 
number of employees, 250 in 1929 and 901 in 1948. The largest gain 
during the period was in the General Stores Group which rose from 
two employees in 1929 to 44 in 1948. The Gasoline Service Station 
Group had a large rise of 658 percent from 79 in 1929 to 599 in 1948.
The smallest gain in employment was 50 percent in the Second-hand 
Stores Group from eight in 1929 to 12 in 1948.
Retail payrolls in Baton Rouge rose much faster than the employees. 
In the period from 1929 to 1948, payrolls paid to retail employees rose 
564 percent (Table 61). In 1929 payrolls stood at $2,241,000. Data 
for 1933 are not available, but in 1935 payrolls were $1,835,000 and by 
1939 had reached $2,986,000; by 1948 they were $L4,886,000. This amount 
represented an income per employee of $1,033 in 1929 and $1,732 in 1948.
The General Merchandise Group had the largest payroll of any 
category. In 1929 the payroll in this group was $510,000; by 1948 pay­
roll was $2,556,000-^an increase of 401 percent. The Automotive Group 
second with payrolls of $425,000 in 1929 and $2,513,000 in 1948, an 
increase of 491 percent. The largest increase was in the General Stores 
Group, which rose 2,100 percent from $3,000 to $72,000. The two most 
important large increases were in the Gasoline Service Station Group and 
the Eating and Drinking Places Group. The smallest change was in the 
Second-hand Stores Group whioh rose 250 peroent.
The number of active proprietors of unincoporated businesses in 
Baton Rouge rose from 430 in 1929 to 1,397 in 1948 (Table 62). The number
Table 61. Payroll for Baployees, by Categories, In Baton Rouge Retail Trade, 1929, 1935, 1939*
and 1946 with Percent Change from 1929 to 1946*
Percent
Category 1929 1935 1939 1948 change
_________________________________ (000) (000) (000)_______(000)________ 1929-1948
Food group $ 203 $ 183 $ 299 $ 1,164 720
Eating and drinking places 120 120 205 1,611 1,242
General stores 3 17 NA 72 2,100
General merchandise group 510 406 464 -2,556 401
Apparel group 193 169 281 893 363
Furniture, furnishings, appliance group 186 159 NA 1,283 590
Automotive group 425 293 NA 2,513 491
Gasoline service stations 67 140 NA 900 1,243
Lumber, building, hardware group 147 115 NA 1,592 982
Drug and proprietary stores 109 99 153 727 567
Liquor stores NA 8 11 139 NA
Second-hand stores 4 a/ 4 14 250
Other retail stores 163 116 - NA 1,422 772
Total $2,241 $1,835 $2,986 $14,886 564
*/ Included in other retail stores.
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. HI; United States Department of Commerce, Bureau of the Census, Census of 
Business 1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American 
. Business. Retail Distribution. Vols. 4-8* 1933*
V t
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Table 62. Active Proprietors of Unincorporated Businesses, by Categories, In Baton Rouge, 1929,
1939* and 1948 with Percent Change from 1929 to 1948*
H H a a 0 K a a B O B n n a ^ B B x s > s i E a B s a a c a B s a c a a a B B B H B B B B B 3 s c s s s n 8 s s a B a E a s s a B B a a s 3 a s = M
Percent
Category 1929 1939 1948 change
__________________________ H_____________________________ 1929-1948
Food group 192 140 509 165
Bating and drinking places 62 87 334 439
General stores 3 NA 17 467
General merchandise group 14 8 20 43
Apparel grotq> 28 21 50 . 79
. Furniture, furnishings, appliance group 8 NA 56 600
Automotive group 29 NA 67 131
Gasoline service stations 14 # 47 133 850
Limber, building, hardware group 11 NA 39 255
Drug and proprietary stores 27 23 45 67
Liquor stores - 2 35 NA
Second-hand stores - 5 NA 5 0
Other retail stores 37 NA 77 108
Total 430 408 1,397 225
Source: United States Department of Cocmerce, Bureau of the Census, Census of Business 1948. Retail Trade. 
Area Statistics. Vol. Ill; United States Department of Commerce, Bureau of the Census. Census of 
Business 1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American 
Business. Retail Distribution. Vais. 4-8, 1933* h
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of active proprietors increased 225 percent during the period. All 
of the categories had increases except the Second-hand Stores Group 
which had no change at all during the period.
Monroe
In 1933 there were 336 retail outlets in Monroe, which was about 
two percent of the total outlets of the state (Table 63)* The number 
of outlets Increased each census year, reaching 635 by 1948, which was 
again about two percent of the state*s total. The number of outlets 
in the city increased 74 percent from 1929 to 194®, which means that 
the city was growing in store population much faster than the state 
average. The rate of growth among the groups varied from a gain of 
166 percent in the Eating and Drinking Places Group to a low of 31 per­
cent in the Gasoline Service Station Group. In the number of outlets, 
the Food Group, with 135 in 1933 and 189 in 1948, far exceeded any other 
group. The Eating and Drinking Places Group rose in number from 47 to 
125 during the period and was second in total number of outlets.
Data on the retail trade of Monroe, Lake Charles, Alexandria, and 
Lafayette for 1929 are not available. The first census year in which 
complete data are available was 1933J therefore, 1933 is used as a base 
year in computing percent changes for these cities. Thus, these percent 
changes are not comparable with the percent changes for other cities. 
Since sales, outlets, and payrolls, etc., tended to be down in 1933 from 
1929, increases will tend to be larger than when 1929 was used as a base 
year. Complete data for all categories are not available for all years 
following 1933.
Table 63. Retail Outlets and Sales, by Categories, in Monroe, 1933, 1935, 1939, and 1948 with Percent
Change from 1933 to 1948.
Percent Percent
1933 1935 1939 1948 change change
Category Outlets Sales. Outlets Sales Outlets Sales Outlets Sales in in
outlets aale^s
■____________   (000)_________ (000)_________ (000)_________ (000) 1933-1948 1933-1948
Food group 135 $1,610 149 $ 1,907 159 $ 2,291 189 $ 7,175 40 346
Eating and drinking places 47 358 67 781 95 979 125 3,215 166 79 8
General stores 2 29 NA NA NA NA NA NA NA NA
General merchandise group 15 1,574 19 1,926 17 2,588 22 9,547 47 443
Apparel groqp 32 910 36 1,327 46 NA 58 6,640 81 630
Furniture, furnishings, appliance group 14 380 14 539 18 1,057 30 5,005 114 1,217
Automotive group 31 1,533 25 2,349 19 NA 41 19,061 32 1,150
Gasoline service stations 32 499 44 772 44 1,161 42 2,250 31 351
Lusher, building, hardware group 12 490 12 563 16 NA 27 4,324 125 782
Drug and proprietary stores 16 364 20 520 18 693 26 1,798 44 394
Liquor stores — — — — 2 NA 15 777 NA NA
Second-hand stores — - — — 8 250 6 NA NA NA
Other retail stores 28 344 29 589 NA NA NA NA NA NA
Total 366 18,091 415 $11,273 484 $17,993 635 $62,679 73 675
Source: United States Department of Camerce, Bureau of the' Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. IIIj United States Department of Cazmerce, Bureau of the Census, Census of Business 
3-940. Retail Trade. Vol. I, Part 3; and United States Census Bureau. Census of American Business. Retail 
Distribution. Vols. 4-8, 1933.
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Retail sales in the city were $8,091,000 during 1933 and 
represented three percent of the state*s total retail sales* By 194® 
the sales volume had grown to $62,679,000, which was almost four per­
cent of the state’s total. This amount represents a rise of 675 per­
cent during the period. Among the categories, the rate of gain ranged 
from a high of 1,217 percent in the Furniture, Furnishings, and Appliance 
Group to a low of 346 percent in the Food Group. On the basis of dollar 
volume, the Automotive Group was the most important with sales of 
$1,533,000 in 1933 and $19,061,000 in 1948. The General Merchandise 
Group was a poor second with sales of $1,574,000 in 1933 and $9,547,000 
in 1948, followed by the Food Group with $1,610,000 in 1933 and $7,175,000 
in 1948.
The retail trade of Monroe in 1935 employed 1,560 persons (Table 64). 
By 1948 this number had risen 110 percent to 3,275 persons. Among the 
categories for whioh data are available, the rate of increase ranged from 
a high of 239 percent in the Furniture, Furnishings, and Appliance Group 
to a low of 24 percent in the Gasoline Service Station Group. The General 
Merchandise Group was the largest single employer with 271 employees in 
1935 and 662 in 1948. The Eating and Drinking Plaoes Group was second 
with 263 in 1935 and 500 in 1948.
The payroll of these employees rose 370 peroent during the period 
from $1,296,000 in 1935 to $6,077,000 in 1948. The average pay per 
employee was $831 in 1935 and $1,856 in 1948— a growth of 123 percent 
in average pay per employee during the period. The rate of increase of
Table 64* Huplayees and Payroll, by Categories, in Monroe, 1935, 1939, and 1948
Percent Percent
______ 1935____________ 1939______________1948_____  change change
Category Bnployees Payroll Snployees Payroll Bnployees Payroll employees payroll
Food group 167 $ 118
<
229 ♦ 154 261 ♦ 328 56 178
Eating and drinking places 263 119 NA NA 500 426 90 258
General merchandise group 271 201 396 260 662 1,168 144 481
Apparel group 175 162 NA NA 376 663 115 309
Furniture, furnishings, appliance group 95 87 150 180 322 827 238 851
Automotive group 174 232 NA NA 339 1,194 95 415
Gasoline service stations 123 101 162 129 153 250 24 148
Luaber, building, hardware group 86 91 NA NA 247 584 187 542
Drug and proprietary stores 102 78 118 81 130 197 27 153
Liquor stores — — NA NA 17 24 NA NA
Second-hand stores — — 27 26 NA NA NA NA
Other retail stores 104 107 NA NA NA NA NA NA
Total 1,560 ♦1,296 2,247 ♦1,832 3,275 ♦6,077 110 370
Source: United States Department of Caomerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. Ill, United States Department of Camerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American Business. R e ta i l  
Distribution. Vols. 4-8, 1933.
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payrolls among the categories varied from a high of 851 percent in 
the Furniture, Furnishings, and Appliance Group to a low of 146 Per­
cent in the Gasoline Service Station Group. The Automotive Group had 
the largest payroll over the entire period, ranging from $232,000 in 
1935 to $1,194,000 in 1948. The General Merchandise Group was a close 
second with $201,000 in 1935 and $1,168,000 in 1948.
Lake Charles
In 1933 there were 295 retail outlets in Lake Charles (Table 65)• 
The number rose each census year, reaching 465 by 1948— a gain of 58 
percent during the period. The outlets in the city in 1933 represented 
a little over one percent of all the outlets in the state, while the 
1948 number was almost two percent of the state total.
All the categories for which complete data are available show 
gains in the number of outlets. The largest gain was made in the 
Furniture, Furnishings, and Appliance Group, which increased 175 percent 
from eight outlets in 1933 to 22 in 1948. A large gain was also made by 
the Eating and Drinking Plaoes Group, which inoreased 108 percent from 
40 in 1933 to 84 in 1948. The smallest gain was made in the Drug and 
Proprietary Stores Group in which there were 11 outlets in 1933 and 12 
in 1946. The Food Group had the largest number of outlets with 94 in 
1933 and 120 in 1948.
There was a very large growth in the volume of sales made in Lake 
Charles during the period. In 1933 sales were $5,092,000. The volume
Table 65. Retail Outlets and Sales, by Categories, in Lake Charles, 1933, 1935, 1939, and 1948 with Percent
Change from 1933 to 1948*
1933 1935 1939 , 13M_.
Percent
change
Percent
change
Category Outlets Sales Outlets Sales Outlets Sales Outlets Sales in in
outlets sales
■.»
(000) (000) (000) (000) 1933-1948 1933-1948
Food group 94 $1,922 99 $1,316 103 it 1,642 120 $ 5,815 28 469
Eating and drinking places 40 228 45 399 35 562 83 5,158 108 2,162
General stores 2 7 3 18 2 NA NA NA NA NA
General merchandise group 8 1,041 10 1,407 11 1,969 13 7,907 63 660
Apparel group ' 21 378 22 656 27 884 40 3,526 90 833
Furniture, furnishings, appliance group 8 229 13 528 21 746 22 1,988 175 768
AutanotiTe group 29 1,185 21 1,816 18 2,507 33 10,754 14 808
Gasoline service stations 32 358 37 495 44 841 44 2,235 38 524
Lumber, building, hardware group 20 323 18 948 18 1,225 30 5,068 50 1,469
Drug and proprietary stores 11 160 10 255 11 347 12 1,036 9 548
Liquor stores - — 5 193 8 95 22 905 NA NA
Other retail stores 30 162 29 236 28 NA 46 2,902 53 1,691
Total 295 $5,092 312 $8,267 355 $11,316 465 $44,565 58 775
Source: United States Department of Canaerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI; United States Department of Conmerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. 1, Part 3; and United States Census Bureau, Census of American Business. Retail 
Distribution. VdLs. 4-8, 1933.
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rose each census year and stood at $44,565*000 In 1946, which was a 
gain of 776 percent during the period. In 1933 Lake Charles accounted 
for just under two percent of all the retail sales of the state, by 
1946 the percentage was almost three.
The Automotive Group accounted for the largest volume with sales 
of $1,185,000 in 1933 and $10,754,000 in 1946, which was an increase 
of 808 percent. The General Merchandise Group was also a large pro­
ducer of sales with a volume of $1,041,000 in 1933 and $7,907,000 In 
1946.
Retail employment in Lake Charles rose 118 percent in the period 
from 1935 to 1948 (Table 66). In 1935 there were 1,161 full-time 
employees in the oity, and by 1948 this number had increased to 4,786.
Among the groups, the rate of growth ranged from a high of 338 
percent in the Liquor Store Group to a low of only 19 percent in the 
Food Group. The General Merchandise Group was the largest single 
employer with 226 employees in 1935 and 592 in 1946. The Automotive 
Group was also a large employer with 171 in 1935 and 368 in 1948.
The retail payroll In the city was $1,011,000 in 1935, but by 
1946 this had increased to $4,766,000. In 1935 the average pay per 
employee was $871, and this rose to $1,895 by 1946, which was a gain 
of 118 percent. Among the categories,' the rate of increase in payrolls 
ranged from a high of 866 percent in the Other Retail Stores Group to 
a low of 178 percent in the Furniture, Furnishings, and Appliance Group.
Table 66. Qnployees and Payroll, by Categories, in Lake Charles, 1935, 1939» and 1948
Percent Percent
______ 1935_____   1939_____   1948_______ change change
Category Qnployees Payroll Qnployees Payroll Qnployees Payroll employees payroll
' • '  (OOOl  (000)_____________ (000) 1935-1948 1935-1948
Food group 177 $ 100 185 $ 111 211 $ 303 19 203
Eating and drinking places 142 62 203 101 366 286 158 361
General stores 1 NA NA NA NA NA NA NA
General merchandise group 226 179 318 243 592 1,085 162 506
Apparel grotg> 77 76 108 98 210 338 173 345
Furniture, furnishings, appliance group 86 97 156 157 102 270 19 178
Automotive group 171 222 238 358 368 1,085 115 389
Gasoline^service stations 67 47 113 85 148 233 121 396
Lumber, building, hardware group 110 145 123 185 223 594 103 • 310
Drug and proprietary stores 46 36 53 50 112 198 143 450
Liquor stores 8 9 6 5 35 56 338 522
Other retail stores 50 35 NA NA 159 338 218 866
Total 1,161 $1,011 1,561 $1,446 2,526 $4,786 118 373
Source: United States Department of Cccmerce, Bureau of the Census, Census of Business 1948. Reta~n Trade. Area
Statistics. Vol. HI, United States Department of Conmerce, Bureau of the Census, Census of Business 
1940. Retail Trade, Vol. I, Part 3; and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933.
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The Automotive Group had the largest payroll with $222,000 in 1935 and 
$1,085,000 in 1948. The General Merchandise Group had a payroll of 
$179,000 In 1935 and $1,085,000 in 1948.
Alexandria
In 1933 there were 356 retail outlets in Alexandria (Table 67).
The number increased each census year and in 1948 stood at 578, which 
was a gain of 62 percent during the fifteen-year period. By far the 
largest single category was the Food Group with 143 outlets in 1933 
and 191 In 1948. The largest gain was made by the Furniture, Furnish­
ings, and Appliance Group, which rose 217 percent from six stores in 
1933 to 19 in 1948. .The Eating and Drinking Places Group had the 
second largest gain from 44 outlets in 1933 to 111 in 1948, an increase 
of 152 percent. All the other groups for which data were available 
showed gains with the exception of the General Merchandise Group, which 
deolined five percent.
Sales in Alexandria rose at a much faster rate than outlets. In 
1933 total sales in the city were $5,783,000. Sales increased each 
census year thereafter and stood at $46,822,000 in 1948, a growth of 
710 percent over the fifteen-year period.
The General Merchandise Group consistently accounted for the largest 
sales volume. In 1933 Bales by this group were $1,699,000, and by 1948 
this volume had reached $9,270,000— a growth of 448 percent. The Food
Table 67* Retail Outlets and Sales, by Categories, in Alexandria, 1933, 1935, 1939, and 1948 with Percent
Change from 1933 to 1948*
Percent Percent
1933 1935 1939 1948 change change
Category Outlets Sales Outlets Sales Outlets Sales Outlets Sales in in
outlets sales
■______  (000)_________ (000)_________ (000)_________ (000) 1933-1948 1933-1948
Food group ~ 143 ♦ 1,226 143 ♦ 1,363 146 ♦ 1,738 191 ♦ 8,525 34 595
Eating and drinking places 44 246 54 518 75 604 111 2,531 152 929
General stores 4 48 5 27 2 NA NA NA NA NA
General merchandise group 20 1,699 18 1,817 19 2,920 19 9,270 - 5 446
Apparel group 16 244 25 590 25 NA 29 2,832 18 1,061
Furniture, furnishings, appliance group 6 263 11 -502 13 722 19 3,087 217 1,074
AutonotlTe group 31 872 24 1,629 14 2,026 35 9,982 12 1,045
Gasoline service stations 43 399 35 547 53 1,048 46 2,100 7 426
Lumber, building, hardware group 10 199 13 589 18 1,070 22 3,372 120 1,594
Drug and proprietary stores 18 272 18 385 15 555 20 1,447 11 432
Liquor stores - — 6 NA 38 1,125 NA NA
Second-hand stores • — _ — — 10 35 NA NA NA NA
Other retail stores 21 315 35 522 NA NA NA NA NA NA
Total 356 ♦5,783 381 ♦8,489 423 ♦12,278 578 $46,822 62 710
Source: United States Department of Conuerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. XII; United States Department of Commerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau. Census of American Business. Retail 
Distribution. Vols. 4-8, 1933. m
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Group was second with sales of $1,226,000 in 1933 and $8,525,000 in 
1948 for an increase of 595 percent. The largest percentage gain in 
sales was made by the Lumber, Building, and Hardware Group, which 
rose from $199,000 in 1933 to $3,372,000 for an over-all gain of 
1,594 percent. Sales in four of the groups rose more than 1,000 
percent during the period. The smallest gains were made by the 
Gasoline Service Station Group which had an increase of 426 percent 
from sales of $399,000 in 1933 to sales of $2,100,000 in 1948.
Alexandria in 1933 accounted for almost two percent of the total 
retail outlets in the state but only one percent of ther total sales 
of the state. 3y 1948 two percent of all outlets were located in the 
city,and almost three percent of total sales were made in the city.
The earliest year for which data on Alexandria retail employment 
and payroll available is 1935 (Table 68). In 1935 there were 1,236 
persons employed in the retail trade of the city. By 1947 this number 
had reached 2,748, a gain of 122 percent for the period. The group 
with the largest number of employees was the General Merchandise Group 
with 287 employees in 1935 and 682 in 1948. The Eating and Drinking 
Places Group was second with 195 In 1935 and 260 in 1948. Following 
closely was the Food Group with 187 in 1935 and 374 in 1948. The 
Lumber, Building, and Hardware Group made the largest gain in employees 
from 53 in 1935 to 172 in 1948 for an increase of 225 percent.
In 1935 the total retail payroll of Alexandria was $988,000, and 
by 1948 it was $5,208,000— an increase of 427 percent. In 1935 the
Table 68. Employees and Payroll, by Categories, in Alexandria, 1935, 1939, and 1948
Percent Percent
______ 1935_____   1939_____   1948______  change change
Category &picyees Payroll Qnployees Payroll Qnployees Payroll employees payroll
Food group 187 $ 101 198 I 112 374 $ 733 100 626
Bating and drinking places 195 74 211 76 360 409 85 453
General stores 4 1 NA NA NA NA NA NA
General merchandise group 287 200 432 334 683 1,299 138 550
Apparel group 80 57 HA NA 180 313 125 449
Furniture, furnishings, appliance group 72 121 104 149 188 420 161 247
Automotive group 128 175 157 221 331 873 159 399
Gasoline service stations 77 62 134 93 144 231 87 273
lumber, building, hardware group 53 76 296 256 172 306 225 303
Drug and proprietary stores 73 45 107 65 119 197 63 338
Liquor stores - — NA NA 37 51 NA NA
Second-hand stores — — 9 7 NA NA NA NA
Other retail stores 83 76 NA NA NA NA NA NA
Total 1,236 . $988 355 $1,735 2,748 $5,208 122 427
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI, United States Department of Commerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3j and United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933.
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average pay per employee was $799# and by 1948 it was $1,895# a gain 
of 137 percent. The largest payroll was in the General Merchandise 
Group. In 1935 the payroll in this group was $200,000, but by 1948 
this had grown to $1,299,000 for an increase of 550 percent. The 
largest gain was made in the Food Group, which rose 626 percent dur­
ing the period from $101,000 to $733>000.
Lafayette
In 1933 there were 271 retail outlets in Lafayette, which rep­
resented about one percent of all outlets in the state (Table 69).
By 1948 the number of outlets had grown to 434# which was an increase 
of 60 percent. In 1948 one percent of all the state*s outlets were 
located in the city.
All the groups, for which there are complete data, showed gains 
in outlets except the Gasoline Service Station Group which declined 48 
peroent from 37 in 1933 to 23 in 1948. The Food Group aooounted for by 
far the largest number of outlets. In 1933 there were 108 outlets in 
the Food Group and 153 in 1948. The largest gain was in the Furniture, 
Furnishings, and Appliance Group which grew from six in 1933 to 23 in 
1948 for a change of 283 percent. Another significant gain was in the 
Eating and Drinking Places Group which rose in number from 35 in 1933 
to 102 in 1948— a gain of 183 percent,
In 1933 Lafayette had retail sales of $3#318,000, which was less 
than one percent of the total retail sales of the state. By 1948 this
Table 69. Retail Outlets and Sales, by Categories, In Lafayette, 1933* 1935, 1939, and 1948 with Percent
Change from 1933 to 1948.
Percent Percent
1933 1935 1939 1948 change change
Category Outlets Sales Outlets Sales Outlets Sales Outlets Sales In In
outlets sales
' _________________________________(000) (000)_________ (000)_________ (000) 1933-1948 1933-1948
Food group 108 $ 493 110 $ 659 138 $ 683 153 $ 3,894 42 690
Sating and drinking places 36 137 55 395 57 521 102 2,279 183 1,564
General stores 10 161 3 13 3 174 HA HA HA HA
General merchandise group 7 1,148 9 1,884 7 1,670 9 4,291 28 374
Apparel group " 18 267 15 440 HA HA 23 HA 28 HA
Furniture, furnishings, appliance group 6 78 11 299 HA HA 23 2,022 283 2,492
Automotive group 17 318 13 975 HA HA 29 HA 53 HA
Gasoline service stations 37 347 27 975 31 420 23 901 - 48 160
Lumber, building, hardware group 9 169 6 437 8 623 13 2,419 44 43
Drug and proprietary stores 8 103 8 111 10 130 11 688 38 568
Liquor stores — - - — 4 HA 14 HA HA HA
Second-hand'stores — — — — . HA HA HA HA HA HA
Other retail stores 15 97 15 285 22 NA HA HA HA HA
Total 271 $3,318 272 $5,763 320 $7,024 434 $27,059 60 516
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948. R«fc*n Trade. Area 
Statistics,. Vol. HI; United States Department of Canaerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3; and United States Census Bureau, Census of American Business. Retail 
Distribution. Yds. 4-8, 1933* h
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volume had grown to $27*059,000 or almost two percent of the state*s 
total* Sales volume rose 716 percent during the period*
The General Merchandise Group accounted for the largest sales 
volume* Sales In this group were $1,148,000 in 1933 and $4*291,000 
In 1948* which was a growth of 274 percent. The largest gain was made 
in the Furniture, Furnishings, and Appliance Group, which rose 2,492 
percent from sales of $78,000 in 1933 to sales of $2,022,000 in 1948* 
The smallest gain was in the Lumber, Building* and Hardware Group in 
which sales rose only 43 percent from $169,000 in 1933 to $2*419,000 
in 1948.
Employment in the retail trade of Lafayette increased 86 percent 
in the period from 1935 to 1948 (Table 70). In 1935 total retail 
employment in the city was 989; this rose to 1*844 by 1948* The 
General Merchandise Group was the largest employer with 345 in 1935 
and 387 in 1948 for an increase of only 12 percent. The Eating and 
Drinking Places Group was a large employer and also had a large gain 
in the number of employees from 192 in 1935 to 385 in 1948 for an 
increase of 393 percent during the period. The largest gain was 238 
percent in the Drug and Proprietary Stores from 26 in 1935 to 88 in 
1948.
Retail payrolls in the 'city rose 331 percent from $617,000 in 
1935 to 2,662 in 1948. Average income per employee rose from $624 
in 1935 and to $1,444 in 1948, a rise of 131 percent. Of the groups 
for which complete data are available, the General Merchandise Group 
had the largest payroll with $179,000 in 1935 and $521,000 in 1948.
Table 70. Bnployees and Payroll, by Categories, in Lafayette, 1935, 1939, and 1948.
Percent Percent
______ 1935_____   1939_____   1946_______ change change
Category Bnployees Payroll Bnployees Payroll Bnployees Payroll employees payroll
' (000) (000)_____________ (000) 1935-1948 1935-1948
Food group 101 ♦ 45 100 ♦ 37 163 ♦ 183 61 309
Eating and drinking places 192 74 177 74 385 365 101 393
General stores 3 1 25 13 NA ' NA NA NA
General merchandise group 345 179 336 201 387 521 12 191
Apparel group 52 43 NA NA NA NA NA NA
Furniture, furnishings, appliance group 41 41 NA NA 95 222 132 441
Automotive group 101 106 NA NA NA NA NA NA
Gasoline service stations 44 32 46 29 80 97 82 203
Limber, building, hardware group 51 59 71 80 107 258 100 337
Drug and proprietary stores 26 18 35 18 88 80 238 344
Liquor stores — — NA NA NA NA NA NA
Second-hand stores — NA NA NA NA NA NA
Other retail stores 33 19 NA NA NA NA NA NA
Total 989 1617 1,072 ♦687 1,844 ♦2,662 86 331
Source: United States Department of Camerce, Bureau of the Census, Census of Business 1948. Retail Trade. Area 
Statistics. Vol. HI, United States Department of Camerce, Bureau of the Census, Census of Business 
1940. Retail Trade. Vol. I, Part 3} end United States Census Bureau, Census of American Business. Retail 
Distribution. Vols. 4-8, 1933. H
-ovn
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The Eating and Drinking Places Group was second with a payroll of 
$74,000 in 1935 and $365,000 in 1948. The largest gain was in the 
Furniture, Furnishings, and Appliance Group with an increase of 4 H  
percent from. $41,000 in 1935 to $222,000 in 1948.
Summary
There are three major retail centers, i.e., New Orleans, Shreve­
port, and Baton Rouge, and four minor retail centers, i.e., Alexandria, 
Lafayette, Lake Charles, and Monroe, for which adequate data are avail­
able for an analysis of their retail trade. In the case of the major 
centers, data are available from the year 1929 to 1948, while for the 
secondary retail centers data are available from 1933 or 1935 to 1948.
In 1929 there were 9,309 retail outlets located in the three major 
retail centers of the state. This number represented 41 percent of all 
the retail outlets of the state. Outlets in these three cities, however, 
made 47 percent of all the retail sales of the state. In 1948 only 37 
percent of all the retail outlets of the state were looated in these 
three trade areas. This drop was caused by two things; first, there was 
a slight decline in the number of outlets in New Orleans; and second, 
there was a rapid increase in the store population in all other retail 
centers. Even though the percent of total outlets located in the three 
cities declined, 51 percent of the total retail sales of the state were 
made in these three cities. In the same year (1948) Aix percent of all
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outlets were located in the four minor trade centers, and they accounted 
for 11 peroent of all retail sales of the state. Thus, in 1948 the 
seven largest oities of Louisiana contained 44 percent of all the outlets 
of the state and accounted for 62 percent of all retail sales of the 
state.
New Orleans was the only city that did not have a rise in total 
outlets during the period. All the cities reported increases in the 
total sales, however, New Orleans* increase was not so large as the gain 
for the entire state. Baton Rouge had by far the greatest growth in 
store population, an increase of 247 peroent over the twenty-year period. 
In considering the major cities, Baton Rouge also had the largest gain 
in sales, an increase of 240 percent. All of the minor cities had rates
4
of increase in sales which exceeded that of Baton Rouge.
During the period covered, all cities showed increases in both total 
employees and total payrolls. In 1929 the average income per employee 
in all the three major cities was above the state average. The highest 
average income per employee was $1,191 in Shreveport. The lowest was in 
New Orleans and was $985* The average income per employee in Baton Rouge 
was $1,033* In 1948 employees in only one of the seven oities had an 
average income per employee less than the state average of $1,676. The 
average income per employee in Lafayette was $1,444* Shreveport was 
still first in this category with an average of $1,905. Alexandria and 
Lake Charles were second with an average of $1,895.
It is difficult to detect any set pattern in the rate of growth of 
the number of outlets and sales of the different categories within the
176
different cities. In outlets, the Furniture, Furnishings, and 
Applianoe Group had the largest gain in four of the cities, while 
the Eating and Drinking Places Group, the Gasoline Service Station 
Group, And the Lumber, Building, and Hardware Group made the greatest 
gain in remaining three cities. In sales the Eating and Drinking 
Places Group made the largest gain in three oities; the Furniture, 
Furnishings, and Appliance Group was first in gain in two cities; 
and the General Stores Group and the Lumber, Building, and Hardware 
Group were first in gain in the two remaining cities. The Eating and 
Drinking Places Group was near the top in total gain in both outlets 
and sales in all the cities.
In number of outlets, the Food Group ranked first in all cities 
with the Eating and Drinking Places Group second in all cities. In 
sales volume among the categories, there was no such uniformity. The , 
Automotive Group ranked first in sales in four of the cities, the 
General Merchandise Group was first in two cities,and the Food Group 
was first in one city. The General Merchandise Group ranked second in 
four cities; the Food Group was second in two cities; and the Auto­
motive Group was second in the remaining city.
The available data indicated that more and more of the retail 
trade of the state is being done in the larger cities of the state.
The other cities of the state are growing faster than the largest city, 
New Orleans; yet New Orleans is A ill by far the most important retail 
center of the state.
/CHAPTER VI
OUTLET CHARACTERISTICS OF LOUISIANA RETAIL TRADE
Introduction
In the four preceding chapters, series data for the period 
from 1929 to 1948 have been presented. For the most part, attention 
has been given to state totals and totals of thirteen retail categories 
and for twenty-six types of retail outlets. Data of totals show 
changes for the whole, and through statistical manipulations these data 
can show the average or typical retail outlet, but the characteristics 
of the individual outlet are lost. In this chapter, data pertaining to 
sales volume, number of employees, credit sales, chain outlets, and 
legal form of operation for the various types of retail outlets are 
analyzed.
Sales Volume
Sales data, classified by sales size, are more revealing in many 
ways than averages or totals for the different categories.
Table 71 presents 1929 data on sales in an open-end frequency 
distribution with 11 class intervals of varying size. Considering the 
total number of outlets and total sales in the state in 1929, the modal
180
class was the less' than $5,000 class. During the year, 11,085 outlets
1
out of the 23,288 outlets In the state had sales of less than $5,000.
In the $5,000 to $9,999 class, there were 4,095 outlets. Thus, well 
over 50 percent of all the outlets of the state in 1929 had less than 
$10,000 annual sales. Less than four percent of the outlets had annual 
sales of more than $100,000 per year. In total sales, the $50,000 to 
$99,000 class was the modal class with total sales of $76,040,000. Even 
though over 50 percent of all the stores had sales of less than $10,000, 
these stores accounted for less than 12 percent of all sales. On the 
other hand, four percent of the outlets with sales of more than $100,000 
accounted for a little over 36 peroent of the sales. Thus, in 1929 small 
retailers dominated In number, but larger retailers accounted for most 
of the retail sales of the state.
Naturally, the concentration of outlets within the different 
categories varied greatly from the state totals. In the Food Group, the 
modal group for outlets was the less than $5,000 class. No less than 
. 80 percent of all the outlets in the Food Group had sales of less than 
$10,000. Only one outlet in this group had sales exceeding $50Q',000 and 
68 with sales over $100,000. The modal size for sales made by the Food
I
This figure is larger than the number of outlets used elsewhere 
in this study. In the 1929 census some outlets were included that in 
subsequent censuses were classified as other than retail outlets. In order 
to make the 1929 data comparable with later data, these classifications 
were removed from the 1929 data. It is Impossible to delete the outlets 
that were later reclassified as non-retail outlets from these dhta on 
sales size.
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Group was the $50,000 to $99,999 class which accounted for $13,656,000 
of the total sales of $80,685,000. The mode for outlets in the Eating 
and Drinking Places Group was also the less than $5,000 class. Over 67 
percent of all the outlets were in this group. The modal class for 
sales was the $10,000 to $19,999 class. The modal class for outlets 
of the Other Retail Stores Group and the Second-hand Stores Group was 
also the less than $5,000 class. The mode for sales of these two 
groups was the $50,000 to $99#999 class. On the basis of these data, 
the majority of the stores which make up these three classes must be 
considered small-scale retailers.
At the other end of the scale, the General Merchandise Group, 
the Automotive Group, the Lumber, Building, and Hardware Group, and 
the Furniture, Furnishings, and Appliance Group should be classified 
as large-scale retailing. Even though the modal class for outlets in 
the General Merchandise Group was the less than $5,000 class, the modal 
class for sales of this group was the more than $1,000,000 class. In 
1929 about 77 percent of all the sales made by the General Merchandise
I
Group were made by stores with sales of more than $100,000. The modal 
class of outlets for the Autemotive Group and the -Furniture, Furnish­
ings, and Appliance Group was the less than $5,000 class; thereby, 
indicating that there was a large number of small outlets in these 
groups. However, 63 percent of all the sales in the Automotive Group
were made by outlets with sales exceeding $100,000 per year, and 58 •
*'
percent of all sales in the Furniture, Furnishings, and Appliance Group
Table 71* Retail Outlets and Sales, by Categories, by Size of Business in Louisiana, 1929*
Stores with Sales of
Category All Exceeding $500,000- $300,000- $200,000- $100,000-
Stores $1,000,000 ,999,999__ 499.999 299.999 199.999
Food group: Stores 8,947
(Sales in 
1
Thousands of Dollars) 
3 5 59
Sales 80,685 - 975 1,024 1,213 7,961
Sating and drinking places: Stores 2,697 - - 2 1 12
Sales 18,770 - — 662 259 1,518
General stores: Stores 3,140 - — 13 22 97
Sales 78,116 - 3,254 5,414 5,312 13,293
General merchandise group: Stores 781 8 13 9 13 39
Sales 60,802 24,556* 8,939 3,616 3,128 5,498
Apparel group: Stores 957 1 6 8 13 41
Sales 36,922 1,197 4,430 3,122 3,192 5,211
Furniture, furnishings, 
applimce group: Stores 453 2 8 17 34
Sales 23,570 - 1,621 3,296 4,104 4,614*
AutcnotiTe group: Stores 3,094 5 16 31 60 112
Sales 94,443 6,351 11,094 12,250 14,272 15,970*
Lusher, building, hardware group: Stores 339 2 1 5 2 43
Sales 21,694 3,042 850 1,938 741 6,010*
Drug and proprietary stores: Stores 864 - - 4 4 10
Sales 20,090 — — 1,485 916 1,383
Second-hand stores: Stores 137 — — 1 2 2
Other retail stores:
Sales 2,224 — — 455 440 232
Stores 1,879 — 1 6 14 55
Sales 38,325 — 528 2,136 3,345 6,340
Total: Stores 23,288 16 45 90 154 504
Sales 476,642 35,146 31,691 35,404 36,922 69,030
* Modal class
Table 71. Retail Outlets and 381089 by Categories, fay Size of Business in Louisiana, 1929 (continued).
Category
Stores with Sales of 
150,000- $30,000- $20,000- $10,000- $5,000- Less than
99.999 49,999 29,999 19,999 9,999  &jQQ0.
(Sales in Thousands of Dollars)
Food group: Stores 207 313 301 883 1,725 5,450*
Sales 13,656 11,894 7,213 12,051 11,855 12,844*
Eating and drinking places: Stores 32 64 81 266 440 1,799*
Sales 2,067 2,336 1,936 3,715* 3,076 3,194
General stores: Stores 219 299 336 672 629 846*
Sales 15,261* 11,292 8,062 9,416 4,446 2,426
General merchandise group: Stores 68 134 91 125 98 183*
Sales 4,527 5,339 2,204 1,851 705 441
Apparel group: Stores 114 135 109 181 128 221*
Sales 7,787* 5,205 2,634 2,667 926 549
Furniture, furnishings, 
appliance group: Stores 65 -65 49 81 40 92*
Sales 4,521 2,531 1,218 1,142 261 264
Automotive group: Stores 161 153 175 417 603 1,361*
Sales 11,218 5,835 4,256 5,801 4,235 3,162
Lumber, building, hardware group: Stores 66* 57 44 46 33 39
Sales 4,790 2,250 1,068 661 243 102
Drug and proprietary stores: Stores 53 131 158 264* 138 102
Sales 3,433 4,894* 3,797 3,820 1,025 336
Second-hand stores: Stores 3 6 7 13 16 87*
Sales 253 245 154 165 104 174
Other retail stores: Stores 125 157 131 239 245 906*
Sales 9,587* 5,910 3,183 3,304 1,720 2,272
Total: Stores 1,113 1,514 1,482 3,189 4,095 11,086*
Sales 76,040* 57,731 35,725 44,593 28,596 25,763
Source: United States Department of Caamerce, Bureau of Census, Census of Business 1929. Retail Trade. 
* Modal class.
03
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were made by outlets with sales exceeding $100,000 per year. In 
outlets the mode for the Lumber, Building, and Hardware Group was 
the $50,000 to $99,999 class. In this group, 59 percent of all 
sales were made by outlets with sales exceeding $100,000. In sales 
the modal size of the four above groups was the $100,000 to $199,999 
class. The other groups should be considered as predominately medium­
sized retailers. In outlets the less than $5,000 class was the mode 
for nine of the 11 groups and was the modal class in sales for two 
of the 11 groups.
Table 72 presents data on retail outlets and sales for 1948, 
classified by size of sales, in an open-end frequency distribution 
with eight class intervals of varying size.
For total outlets in 1948, the $10,000 to $19,999 class was the 
modal size; while far sales, the $20,000 to $29,999 class was the 
modal size. There were 12,920 outlets, or 40 percent of the outlets, 
with annual sales of less than $20,000. These outlets had sales of 
$101,633,000, or six percent of the total sales of the state. Only 
14 percent of the outlets had sales of less than $5,000 and accounted 
for less than one percent of all sales.
In outlets the less than $5,000 class was the mode for only two 
groups— the Food Group and the Eating and Drinking Places Group. The 
$30,000 to $49,999 class was the mode for three groups, as was the 
$50,000 to $99,999 class and the $100,000 to $299,999 class.
Table 72. Retail Outlets and Sales, by Categories, by Size of Business in Louisiana, 1948.
Stores with Sales of
Category All Exceeding $100,000- $50,000- $30,000-
•_____________ :___ _ _________ Stores $300.000 299,999 79.999 49,999
(Sales in Thousands of Dollars)
Food group: Stores 11,583 117 488 991 1,247
Sales 368,546 . 73,743 76,728* 67,540 48,042
Eating and drinking places: Stores 6,169 18 150 411 656
Sale 8 140,901 10,113 23,718 27,678* 25,002
General stores: Stores 849 111 86 144 154*
Sales 41,903 5,276 13,246* 9,919 5,951
General merchandise group: Stores •957 91 166* 163 133
Sales 215,325 164,475* 26,689 11,668 5,240
Apparel group: Stores 1,221 63 230 255* 190
: Sales 130,170 56,020* 39,594 18,250 7,376
Furniture, furnishings, •
appliance group: Stores 1,094 44 211 258* 147
Sales 94,093 26,998 34,594* 18,800 5,775
Automotive group: Stores 1,136 242 303* 189 103
Sales 276,520* 182,520* 57,702 13,972 4,094
Gasoline service stations: Stores 2,320 6 91 373 427*
Lumber, building, hardware group:
Sales 79,487 2,330 12,998 25,376* 16,531
Stores 1,180 110 305* 245 155
Drug and proprietary stores:
Sales 148,330 60,942* 53,628 17,973 6,015
Stores 892 25 112 242* 182
", _r Sales 59,178 11,767 16,863* 16,637 7,241
Liquor stores: Stores 632 2 36 101 144*
_ ■ . - . Sales 24,853 NA NA 6,825* 5,649
Other retail stores: Stores 1,646 58 190 222 194
Sales 101,714 33,099* 30,207 15,906 7,609
Total: Stores 29,679 787 2,368 3,594 3,732
Sales 1,681,334 630,307* 391,577 250,545 76,968
* Modal class.
Table 72. Retail Outlets and Sales, by Categories, by Size of Business in Louisiana, 1948. (continued)
Stores with Sales of
Categoxy $20,000- $10,000- $5,000- Under Not operat­
_ 29,999 _ 19.999 9.999 $5,000 ing full time
(Sales in Thousands of Dollars)
Food group: Stores 1,176 2,024 1,599 2,354* 1,587
Sales 28,641 29,416 11,797 6,234 26,405
Rating and drinking places: Stores 718 1,076 788 1,181* 1,171
Sales 17,533 15,648 5,778 2,870 12,561
General stores: Stores 115 147 74 61 57
Sales 2,854 2,215 55 192 1,695
General merchandise group: Stores 78 116 62 54. 94
Sales 1,927 1,662 468 160 3,036
Apparel group: Stores 110 134 54 55 130
Sales 2,740 2,032 397 156 3,605
Furniture, furnishings.
68appliance group: Stores 98 118 46 104
Sales 2,435 1,727 516 129 3,119
Automotive group: Stores 50 60 18 43 156
Sales 1,213 875 135 156 16,281
Gasoline service stations: Stores 327 387 191 479 356
Sales 8,006 5,830 1,417 356 6,518
Lumber, building, hardware group: Stores 99 80 46 72 116
Sales 2,463 1,220 354 116 5,663
Drug and proprietary stores: Stores 104 106 35 46 71
Sales 2,561 1,603 277 71 2,183
Liquor stores: Stores 104 107 36 71 81
Other retail stores:
Sales 2,525 1,632 278 81 1,466
Stores 167 242* 175 189 209
Sales 4,068 3,539 1,299 512 3,247
Total: Stores. 3,146 4,597* 3,146 4*187 4,132
Sales 76,968 67,398 23,271 10,964 85,779
Source: United States Department of Commerce, Bureau of Census, Census of Business 1948. Retail Trade.
* Modal class.
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In sales the modal size for all groups was one of the top three 
classes. The more than $300,000 class was the modal class for five 
of the groups, the $100,000 to $299*999 class for four, and the $50,000 
to $99*999 for three groups.
In outlets the less than $5*000 class was the modal class for 
both the Food Group and the Eating and Drinking Places Group. On the 
other hand, in sales the $100,000 to $299*999 class was the mode of 
the Food Group and the $50,000 to $49*999 was the modal size for the 
Eating and Drinking Places Groiq>. This large mode Indicated that, 
even though there are still a large number of small outlets in these 
groups, the majority of the sales are made by the larger stores. The 
outlets which make up the General Merchandise Group seem to be the best 
example of large-scale retailing in 1948 with 257* or 27 percent, of 
all outlets in this group having annual sales exceeding $100,000. These 
257 stores accounted for 90 percent of the total sales of the group.
The outlets of the Automotive Group also exemplify large-scale retailing.
Although the movement within the class intervals from 1929 to 1948 
was caused in part by changing prices, these data indicate that in all 
groups the large stores-are gaining in importance and are accounting 
for a larger-part of the total sales of the state.
flnployee Size
On the basis of employees per outlet, it is evident that the 
majority of the retail outlets of Louisiana are small, having less than
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four employees#
In 194S there were 29,679 outlets in the state} of these 13,688, 
or 46 percent, had no paid employees at all (Table 73)• These out­
lets were operated by the owner and unpaid help. There were 9>688 
outlets with from one to three paid employees, while only 746 out­
lets, or three percent of the total, had 20 or more employees# As 
would be expected, the outlets with no paid employees accounted for 
a small part of the total sales of the state, only 10 percent; while 
the outlets with more than 20 employees accounted for 32 percent of 
the total sales#
The Food Group had the highest percent of outlets with no paid 
employees# In this group, 69 percent of the outlets had no paid 
employees, and 74 percent had less than four employees. Only 57 out­
lets, which was less than one percent of the total, had more than 20 
employees. Only six percent of the stores in the Food Group had 
between four and 19 employees# This is further proof that the outlets 
which make up the Food Group are for the most part still small in 
scale of operation#
On the other hand, the stores in the Food Group with four or more 
employees aocounted for 41 percent of the total sales of this group# 
The stores with from one to three employees accounted for 31 percent, 
and the outlets with no employees accounted for only 28 peroent. The 
General Stores Group and the Second-hand Stores Group had a high 
percentage of outlets with no employees, 47 percent#
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Table 73* Number and Percent of Outlets, and Amount and Percent of
Sales by Snployee Size Classification in Louisiana Retail
Trade, by Categories, in 1948*
Category Retail
outlets
Percent of 
total outlets 
in category
Retail
sales
(000)
Percent of 
total sales 
in category
Food group 11,583 $368,546 •
No paid employees 8.035 69 101,450 28
1 - 3  paid employees 2,775 15 113,915 31
4 - 7  paid employees 518 4 56,366 15
8 - 1 9  paid employees 194 2 51,185 14
20 or more paid employees 57 a/ 45,628 12
Eating and drinking places 6,169 140,901
No paid employees 2,544 41 19,650 14
1 - 3  paid employees 2,157 35 37,736 27
4 - 7  paid employees 8i»2 14 26,997 19
6 - 1 9  paid emj£Loyees 495 8 29,648 21
20 or more paid employees 130 .2 26,670 19
General stores 859 41,903
No paid employees 402 47 7,158 17
1 - 3  paid employees 326 38 15,175 36
4 - 7 paid employees 84 10 9,514 23
8 - 19 paid employees 30 4 6,294 15
20 or more paid employees 7 1 3,762 9
General merchandise 957 215,325
No paidemployees 267 27 3,776 2
i - 3 paid employees 289 31 11,264 5
4 - 7  paid employees 139 15 11,656 5
8 - 1 9  paid employees 128 13 17,590 8
20 or more paid employees 134 14 171,039 79
Apparel group 1,221 130,170
No paid employees 258 21 3,768 . 3
1 - 3 paid employees 480 39 18,531 14
4 - 7  paid employees 240 20 21,230 16
8 - 1 9  paid employees 179 15 31,720 24
20 or more paid employees 64 5 54,921 42
Furniture, furnishings,
appliance group 1,094 94,093
No paid employees 221 20 3,550 4
1 - 3  paid employees 482 44 21,048 22
4 - 7  paid employees 225 21 22,634 24
8 - 1 9  paid employees 118 11 20,910 22
20 or more paid employees 48 4 25,951 28
Automotive group 1,136 276,834
No paid employees I69 15 9,103 3
1 - 3 paid employees 352 31 33,663 12
4 - 7  paid employees 232 20 32,657 12
6 - 19 paid employees 257 23 80,967 29
20 or more paid employees 126 11 120,443 44
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Table 73* Number and Percent of Outlets, and Amount and Percent of
Sales by Snployee Size Classification in Louisiana Retail
Trade, by Categories, in 1948. (continued)
Category Retail
outlets
Percent of 
total outlets 
in category
Retail
sales
(000)
Percent of 
total sales 
in category
Gasoline service stations 2,320 $* 79,487
No paid employees 704 30 9,312 11
1 - 3  paid employees 1,182 51 35,651 45
4 - 7  paid employees 322 14 20,488 26
8 - 1 9  paid employees 101 4 NA NA
20 or more paid employees 11 y NA NA
Lumber, building,
hardware group 1,180 148,330
No paid employees . 206 17 4,446 3
1 - 3  paid employees 423 36 20,579 14
4 - 7  paid employees 272 23 31,769 21
8 - 19 paid employees 212 18 53,657 36
20 or more paid employees 67 6 37,879 26
Drug and proprletaxy stores 892 59,178
No paid employees 131 15 2,353 4
1 - 3  paid employees 354 39 12,079 20
4 - 7  paid employees 221 25 13,534 23
8 - 1 9  paid employees 131 15 14,081 24
20 or more paid employees 55 6 17,131 29
Liquor stores 632 24,853
No paid employees 253 41 5,915 24
1 - 3 paid employees 328 52 NA NA
4 - 7  paid employees 41 6 NA NA
8 - 1 9  paid employees 10 1 NA NA
20 or more paid employees -. - - . -
Second-hand stores 139 4,208
No paid employees 65 47 280 7
1 - 3  paid employees 50 36 NA NA
4 - 7  paid employees 14 10 NA NA
8 - 1 9  paid employees 6 6 NA NA
20 or more paid employees 2 1 NA NA
Other retail stores 1,507 97,506
No paid employees 433 29 4,650 5
1 - 3  paid employees 685 45 23,495 24
4 - 7  paid employees 211 14. 18,950 19
8 - 1 9  paid employees 133 8 24,747 25
20 or more paid employees 45 4 25,664 26
Total 29,679 1,681,334
No paid employees 13,688 46 175,413 10
1 - 3 paid employees 9,883 33 389,071 23
4 - 7  paid employees 3,362 11 269,882 16
8 - 1 9  paid employees 2,000 7 325,985 19
20 or more paid employees 746 3 531,983 32
a/ Less than one-half of one percent.
Source: United States Department of Conmeree, Bureau of Census, Census 
of Business 1948. Retail Trade.
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The Automotive Group had the smallest percentage of outlets 
with no paid employees, 15 percent. This group also had a large 
percentage with more than 20 employees, or 11 percent. The Auto­
motive Group had 73 percent of the sales made by outlets with eight 
or more employees. Only three percent of the sales were made by 
outlets with no paid employees. The General Merchandise Group had 
134 outlets with 20 or more employees, whioh was 14 percent of the 
total. Yet, these stores accounted for 79 percent of the total sales 
of the group. Over 93 percent of the total sales were made by outlets 
with four or more employees, which is further proof that most of the 
outlets in these groups were large-scale retailers.
The outlets with 20 or more employees had the largest percentage 
of the total employees, with 41 percent of the total employed in 
retailing in Louisiana. These employees received 46 percent of the 
total retail payroll of the state (Table 74)* In the Food Group, 39 
percent of all employees were employed by outlets with from one to 
three employees. These employees received 29 percent of .the total 
payroll for the group. While 20 percent of the employees were employed 
by outlets with 20 or more outlets, they received 24 percent of the 
total payroll, f&nployees in the 20 or more employee group in the 
General Merchandise Group made up 84 percent of the employment by this 
group and received 88 percent of the total payroll.
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Table 74* Number and Percent of Qnployees, and Amount and Percent of
Payroll by Employee Size Classification in Louisiana Retail
Trade, by Categories, in 1948.
Category Employees
Percent of 
total employees 
in category
Payroll
(000)
Percent of 
total payroll 
in category
Pood group 
No paid employees
11,744
0
* 16,582 
148 1
1 - 3  paid employees 4,596 39 4,878 29
4 - 7  paid employees 2,567 22 3,703 22
8 - 19' paid employees 2,230 19 3,811 23
20 or more paid employees 2,351 20 4,042 24
Eating and drinking places 19,264 20,193
No paid employees 0 - 189 1
1 - 3  paid employees 3,934 20 3,692 18
4 - 7  paid employees 4,289 22 4,036 20
8 - 1 9  paid emplqrees 5,750 30 5,807 29
20 or more paid employees 5,291 28 6,469 32
General stores 
No paid employees
1,561
0
2,108
3 s/
1 - 3  paid employees 553 35 599 26
4 - 7  paid employees 417 28 579 27
8 - 1 9  paid employees 342 21 513 24
20 or more paid employees 249 16 414 20
General merchandise 
No paid employees
17,704
0
27,943
4 3/
1 - 3  paid employees 510 3 552 2
4 - 7 paid employees 732 4 948 3
8 - 19 paid employees 1,553 9 1,859 7
20 or more paid employees 14,909 84 24,580 88
Apparel group 
No paid employees
7,620
0
13,328
26 i/
1 - 3 paid employees 869 11 1,192 9
4 - 7  paid employees 1,241 16 2,003 15
8 - 19 paid employees 1,997 26 3,523 26
20 or more paid employees 3,513 46 6,584 49
Furniture, furnishings, 
appliance group 5,350 12,117 f
No paid employees 0 - 30 3/
1 - 3  paid employees 923 17 1,562 13
4 - 7  paid- employees 1,175 22 2,465 20
8 - 1 9  paid employees 1,351 25 3,278 27
20 or more paid employees 1,901 36 4,782 39
Automotive group 
No paid employees
9,780
0
24,789
58 3/
1 - 3  paid employees 670 7 1,270 5
4 - 7  paid employees 1,240 13 2,242 9
8 - 19 paid employees 3,238 33 7,148 29
20 or more paid employees 4,631 47 14,071 57
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Table 74* Number and Percent of Employees, and Amount and Percent of
Payroll by Employee Size Classification in Louisiana Retail
Trade, by Categories, In 1948* (continued)
Percent of Percent of
Category Employees total employees Payroll total payroll
'  in category (000) In category
Gasoline service stations 5,167 $ 7,166
No paid employees 0 - 33 V
1 - 3  paid employees 2,181 42 2,869 40
4 - 7  paid employees 1,578 31 2,302 32
8 - 1 9  paid employees NA NA NA NA
20 or more paid employees NA NA NA NA
Lumber, building,
hardware group 7,563 16,730
No paidi employees 0 6 a/
1 - 3  paid employees 818 11 1,356 8
4 - 7  paid employees 1,412 19 2,915 17
8 - 19 paid employees 2,330 32 5,804 35
20 or more paid employees 2,854 38 6,649 39
Drug and proprietary stores 5,179 7,064
No paid employees 0 - 36 1
1 - 3  paid employees 727 14 846 12
4 - 7  paid employees 1,144 22 1,461 21
8 - 1 9  paid employees 1,442 28 2,006 28
20 or more paid employees 1,866 36 2,715 38
Liquor stores 874 1,332
No paid employees 0 - 12 1
1 - 3  paid employees NA NA NA NA
4^- 7 paid employees NA NA NA NA
8 - 19 paid employees NA NA NA NA
20 or more paid employees NA NA NA NA
Other retail stores 5,774 12,335
No paid employees 0 - 35 a /
1 - 3  paid employees 1,183 21 1,737 14
4 - 7  paid employees 1,082 19 2,002 16
8 - 19 paid employees 1,482 25 3,707 30
20 or more paid employees 1,948 34 4,854 39
Total 97,939 162,387
No paid employees 0 — 580 sJ
1 - 3  paid employees 17,627 19 21,603 14
4 - 7 paid employees 17,142 19 25,027 15
8 - 1 9  paid employees 20,630 21 39,352 • 24
20 or more paid employees 39,962 41 75,825 46
S 5 S B B S S S ^3 9 P E 3 K 5 X S S 9 B S S 3 S 9 B B B 3 S E 5 S S E ^3 3 5 5 S E S 3 B B E 3 S B E S S IH iiE 3 5 3 5 S X E B B S 9 aS E S n iH H B M 9 B & S B H E S S B ^ a5 5 9 B E E 3 3
a/ Less than one-half of one percent.
Source: United States Department of Casnerce, Bureau of Census, Census of 
Business 194c. Retail Trade. '
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Legal F o m  of Organization
Seventy-nine percent of all outlets in the state in 1948 were 
proprietorships (Table 75)* These outlets made 42 percent of all 
retail sales of the state. Thirteen percent of all outlets were 
partnerships and seven percent corporations, and one percent of 
other legal forms. The partnerships accounted for 19 percent of 
all sales, corporations 39 percent, and other legal forms less than 
one percent. Bven though there were extremes in all legal forms, 
on the average, the larger outlets were corporations while the most 
of the small and middle-sized outlets were proprietorships and 
partnerships. In the Food Group, in which the vast majority of the 
outlets are small, 89 percent of the outlets were in the proprietorship 
group. On the other hand, in the General Merchandise Group only 58 
percent of the outlets were proprietorships, while 23 percent were 
corporations. These corporations accounted for 81 percent of all 
sales. Twenty-one percent of all the Automotive Group outlets were 
corporations and made 43 percent of all sales. The Lumber, Building, 
and Hardware Group had the highest percentage of partnership, with 25 
percent of all the outlets in this group being partnerships.
Since the average corporation is large and the number of outlets 
in most groups that were proprietorships was great, employment in these 
two legal forms tended to be just about the same. Forty-four percent 
of all employees worked for corporations, while 39 percent worked for
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Table 75. Number and Percent of Outlets, and Amount and Percent of
Sales by Legal F o m  of Organization in Louisiana Retail
Trade, by Categories, in 1946.
Category Outlets
Percent of 
total outlets 
in category
Sales
(000)
Percent of 
total sales 
in category
Food group 11,583 # 368,546
Proprietorship 10,335 89 226,985 62
Partnership 908 8 53,263 14
Corporation 312 3 87,129 24,
Other legal foras 21 a / 1,159 */
Eating and drinking places 6,169 140,901
Proprietorship 5,341 87 99,735 70
Partnership 724- 12 28,967 21
Corporation 99 1 12,124 9
Obher legal forms 5 y 75 &/
General stores 849 41,903
Proprietorship 631 74 22,034 53
Partnership 148 17 10,000 24
Corporation 56 6 9,375 22
Other legal forms 14 3 494 1
General merchandise 957 215,325
Proprietorship 549 58 22,669 11
Partnership• 184 15 17,878 8
Corporation 220 23 174,570 81
Other legal forms 4 4 208 y
Apparel group 1,221 130,170
Proprietorship 714 58 32,329 25
Partnership 252 21 25,074 19
Corporation 248 20 72,203 55,Other legal forms 7 1 564 a /.
Furniture, furnishings,
appliance group 1,094 92,093
Proprietorship 607 55 30,255 32
Partnership 244 22 25,093 27
Corporation 240 22 38,041
Other legal foras 3 1 704 A/
Automotive group 1,136 276,834
Proprietorship 640 56 89,736 32
Partnership 262 23 68,016 25
Corporation 234 21 119,082 43
Other legal forms *
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Table 75* Number and Percent of Outlets, and Amount and Percent of
Sales by Legal F o m  of Organization in Louisiana Retail
Trade, by Categories, in 1948* (continued)
Category Outlets
Percent of 
total outlets 
in category
Sales
(000)
Percent of 
total sales 
in category
Gasoline service stations 2,320 * 79,487
Proprietorship 1,920 83 57,533 72
Partnership 312 13 15,488 19
Corporation 87 4 NA NA
Other legal forms 1 y NA NA
Lumber, building, 
hardware group 
Proprietorship
1,180
605 51
148,330
41,696 28
Partnership 295 25 34,418 23
Corporation 276 23 71,739 48
Other legal forms 4 1 477 &/
Drug and proprietary stores 
Proprietorship
892
268 70
59,178
26,250 48
Partnership 143 16 10,415 16
Corporation 115 13 19,908 34,Other legal forms 6 1 605 y
Liquor stores 632 24,853
Proprietorship - 495 78 17,662 71
Partnership 77 12 3,694 15
Corporation 59 9 NA NA
Other legal forms 1 1 NA NA
Second-hand stores 
Proprietorship
139
107 77
4,208
2,641 63
Partnership 21 15 NA NA
Corporation 10 7 999 24
Other legal foras 1 1 NA NA
Other retail stores 
Proprietorship
1,507
975 65
97,506
31,769 33
Partnership 274 18 NA NA
Corporation 256 16 42,646 44
Other legal foras 2 1 NA -
Total 29,679 1,681,334
Proprietorship 23,547 79 703,304 42
Partnership 3,844 13 315,914 19
Corporation 2,219 7 657,721 39,
Other legal foras 69 1 4,395 */
a/ Less than one-half of one percent.
Source: United States Department of Ccaaeree, Bureau of Census. Census
of Business 1948. Retail Trade.
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proprietorships (Table 76). The employees of corporations received 
53 percent of the total retail payroll of the state, while employees 
of proprietorships received 31 percent of the total payroll.
Credit Sales
Retail credit hae become increasingly Important in recent years.
In 1929 there were 22,559 retail outlets in the statej of these, 20,133 
outlets reported to the Bureau of Census on the granting of credit 
(Table 77). Of the outlets reporting, 45 percent granted oredit. Stores 
granting credit accounted for 64 percent of the total sales of all stores 
reporting. Only four percent of the stores granting credit made more 
than 81 percent of all sales on a credit basis, yet these stores accounted 
for 14 percent of all credit pales.
Credit sales data for 1948 are available for 5,161 large and multi-
2
unit outlets in Louisiana (Table 78). Of these 5»l6l outlets, 52 percent 
granted credit and the 52 percent accounted for 68 percent of the total 
sales of the group. The outlets granting credit made 54percent of all 
their sales on a credit basis. These credit sales were 78 percent open
In 1929 the Bureau of Census published data on total credit 
sales of the state, but in the following census years credit sales were 
reported only for large, i.e., outleta with annual sales exceeding $100,000 
and multi-unit outlets. In 1948 there were 3»155 outlets of all types with 
sales exceeding $100,000 per year. Table 71 shows the outlets of this size 
in each group.
198
Table 76. Number and Percent of Employees, and Amount and Percent
of Payroll by Legal Form of Organization in Louisiana
Retail Trade, by Categories, in 1948*
Percent of Percent of
Category Employees total employees Payroll total payroll
   by category (000) by category
Food group 11,744 $16,582
Proprietorship 6,344 54 7,328 44
Partnership 1,681 14 2,271 13
Corporation 3,642 31 6,882 42
Other legal forms 77 1 101 1
Eating and drinking places 19*264 20,193
Proprietorship 12,962 66 12,795 63
Partnership 3,893 21 4,125 20
Corporation 2,393 12 3,239 16
Other legal forms 16 sJ 30 sJ
General stores 1,561 2,108
Proprietorship 699 45 791 38
Partnership 327 21 398 19
Corporation 507 32 879 41
Other legal forms 28 2 40' 2
General merchandise 17,704 27,943
Proprietorship 1,499 6 1,612 6
Partnership 1,136 6 1,437 5
Corporation 15,063 85 24,884 89
Other legal foras 6 y 10 sJ
Apparel group 7,620 13,328
Proprietorship 1,806 24 2,665 20
Partnership 1,271 17 2,193 16
Corporation 4,505 59, 8,393 63 .Other legal foras 38 V 57 */
Furniture, furnishings,
appliance group 5,350 12,117
Proprietorship 1,478 28 2,664 22
Partnership 1,129 21 2,427 20
Corporation 2,707 50 6,930 57
Other legal foras 41 1 96 1
Automotive group 9,780 24,789
Proprietorship 2,678 29 6,176 25
Partnership 2,309 24 5,136 21
Corporation 4,593 47 13,477 54
Other legal foras - - - -
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Table 76* Number and Percent of Employees, and Amount and Percent
of Payroll by Legal Form of Organization in Louisiana
Retail Trade, by Categories, in 1948. (continued)
Category Employees
Percent of 
total employees Payroll 
by category (000)
Percent of 
total payroll 
by category
Gasoline service stations 5,167 $ 7,166
Proprietorship 3,907 76 5,066 71
Partnership 837 16 1,224 17
Corporation NA NA NA NA
Other legal forms NA NA NA NA
Lumber, building,
hardware group 7,563 16,730
Proprietorship 2,094 28 4,029 24
Partnership 1,539 20 2,746 16
Corporation 3,911 52 / 9,917 59,Other legal forms 19 y 37 y
Drug and proprietary
stores 5,179 7,064
Proprietorship 2,151 42 2,557 36
Partnership 865 17 1,157 16
Corporation 2,081 40 3,261 46
Other legal forms 82 1 89 1
Liquor stores 874 1,332
Proprietorship 620 71 825 62
Partnership 119 14 187 14
Corporation NA NA NA NA
Other legal forms NA NA NA NA
Second-hand stores 359 700
Proprietorship 209 58 357 51
Partnership NA NA NA NA
Corporation 56 16 254 36
Other legal foras NA NA NA NA
Other-retail stores 5,774
•
12,335
Proprietorship 1,706 30 * 2,750 22
Partnership NA NA NA NA
- Corporation 3,023 52 7,575 61
Other legal foras NA NA NA NA
Total 97,939 162,387
Proprietorship • 38,353 39 49,635 31
Partnership 16,239 17 25,399 16
Corporation 43,028 44 86,879 53,
Other legal foras 319 s/ 474 y
a/ Less than one-half of one percent.
Source: . United States Department of Commerce, Bureau of Census. Census of 
Business 1948. Retail Trade.
200
Table 77. Credit Sales by Proportion of Credit Sales in Louisiana 
Retail Trade in 1929*
Stores ‘ Sales
Percent of Percent of
Number total stores Amount total
granting credit
credit (000) sales
Total stores in operation 22,559 - $469,755 -
Total stores reporting 20,133 100 417,907 100
Stores with all cash sales 11,064 55 152,210 36
Stores granting credit 9,069 45 265,697 64
Proportion of credit business:
1 - 1 0  percent credit 1,376 7 22,155 5
1 1 - 2 0  percent credit 1,268 6 22,292 5
2 1 - 3 0  percent credit 1,044 5 23,167 6
31 - 40 percent credit 1,059 5 29,579 7
41 - 50 percent credit 1,451 7 37,192 9
51 - 60 percent oredit 804 4 24,077 6
61 - 70 percent credit 692 3 26,190 6
7 1 - 8 0  percent credit 620 3 24,128 5
More than 81 percent credit 745 5 56,917 14
Source: United States Department of Ccemerce, Bureau of Census, Census of 
Business 1929. Retail Trade.
Table 78. Cash and Credit Sales for Large5' and Multiunit Outlets in Louisiana Retail Trade, by
Categories, 1948*
Stores with ________  Stores with credit sales
cash salaa only  Total ________ Type of sales
category Number Sales 
(000)
Stores Sales
(000)
Cash
(000)
Charge account 
sales 
(000)
Install­
ment sales 
(000)
•
Food group 685 $118,775 314 $ 46,154 $ 26,520 $ 19,397 NA
Sating and drinking places 556 NA 35 NA NA NA NA
General stores 29 4,116 101 16,517 8,187 8,010 $ 320
General merchandise group 268 61,132 139 138,400 67,166 54,085 17,149
Apparel group 278 44,026 191 60,118 29,859 26,839 3,420-
Furniture, furnishings, appliance group 37 2,483 381 65,533 17,710 16,958 30,865
Automotive group 125 42,720 497 205,155 114,006 67,125 24,024
Gasoline service stations 129 8,396 124 7,582 7,582 4,708 161
Limber, building, hardware group 43 4,939 457 114,876 31,613 79,245 4,018
Drug and proprietary stores 79 12,773 107 16,777 13,505 3,272 —
Other retail stores 275 NA 317 NA NA NA NA
Total 2,504 $358,924 2,656 $739,963 $342,716 $309,358 $87,889
a/ Stores with sales of more than $100,000 during the year.
Source: United States Department of Comnerce, Bureau of Census, Census of Business 1948. Retail Trade.
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account and 22 percent installment sales. Very few outlets in the 
Eating and Drinking Places Group granted credit, only 25 out of 581; 
on the other hand, over 90 percent of all the Furniture, Furnishings, 
and Appliance Group and the Lumber, Building, and Hardware Group 
granted credit.
Single Unit and Chain Stores
In 1948 of the 29,679 retail outlets in the state, 27»693> or 
93 percent, were single unit stores; the remaining 1,982, or seven per­
cent, were members of chains (Table 79). Of these 1,982 outlets, 1,232, 
or four percent, of the state totals were a member of a chain with from 
two to 10 units. The remaining 750, or three percent, were members of 
chains with 11 or more units. The independent outlets had sales of 
$1,294*643*000, or 77 percent, of the total sales of the state. The 
remaining 23 percent of the sales were divided, 11 percent for the ohains 
of two to 10 units and 12 percent for the chains with more than 11 units. 
Chain stores then aocounted for a much larger sales volume per outlet 
than independent outlets.
The Food Group had the largest percentage of independent, with 
11,202 out of 11,583, or 97 percent. These independent stores accounted 
for only 77 percent of the total sales of the group. This small, part of 
the total Indicates that the chain food unit on the average was much 
larger than the independent unit. In the general stores group, 97 percent
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Table 79* Number and Percent of Outlets, and Amounts and Percent
of Sales in Single and Multiunit Outlets in Louisiana
Retail Trade, by Categories, in 1948*
Percent of Percent of
Category Outlets total outlets Sales total sales
_________________________in_category_______ (000) in category
Food group 11,583 $ 358,546
Single unit 11,202 97 283,688 77
2-10 unit8 192 2 24,284 7
11 or more units 189 2 60,574 16
Eating and drinking
places 6,169 140,901
Single units 5,955 96 128,061 91
2-10 units 154 2 8,363 6
11 or more units 60 1 4,477 3
General stores 849 41,903
Single unit 825 97 39,226 94
2-10 units 24 3 2,675 6
11 or more units - - - -
General merchandise 957 215,325
Single unit 696 73 102,190 47
2-10 units 155 16 40,785 19
11 or more units 106 11 72,350 34
Apparel group 1,221 130,170
Single unit 945 77 78,093 60
2-10 unit8 153 13 22,337 17
11 or more units 123 10 29,740 23
Furniture, furnishing,
appliance group 1,094 94,093
Single unit 922 84 73,511 78
2-10 units 126 12 13,941 15
U  or more units 46 4 6,641 7
Automotive group 1,136 276,834
Single unit 1,058 93 248,831 90
2-10 units 54 5 21,967 8
11 or more units 22 2 6,036 2
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Table 79* Number and Percent of Outlets, and Amounts and Percent
of Sales in SingLe and Multiunit Outlets in Louisiana
Retail Trade, by Categories, in 1948. (continued)
Category
Percent of 
Outlets total outlets Sales 
__________in category_____ (000)
Percent of 
total sales 
in category
Gasoline service 
stations 2,320 $ 79,487
Single unit 2,196 95 69,878 88
2-10 units 46 2 NA. s/
11 or more units 78 3 NA
Lumber, building, 
hardware group 
Single unit
1,180
1,104 94
140,330
132,143 89
2-10 units 67 6 14,805 10
11 or more units 9 1 1,382 1
Drug and proprietary 
stores
Single units
892
801 90
58,178
40,261 69
2-10 units 58 6 6,916 12
11 or more units 22 4 11,001 19
Liquor stores 
Single unit
632
521 82
24,853
19,086
23*/2-10 units 69 11 NA
11 or more units 42 7 NA -
Second-hand stores 
Single unit
139
131 94
4,218
3,528 a*2-10 units 6 4 NA
U  or more units 2 1 NA -
Other retail stores 
SingLe units
1,507
1,341 89
97,506
76,145 78
2-10 units 126 8 13,517 14
U  or more units 40 3 7,844 8
Total 
Single unit
29,679
27,697 93
1,681,334
1,294,643 77
2-10 units 1,232 4 177,830 11
11 or more units 750 3 208,861 12
a/ Included all multiunits, no breakdown on sice or sales available.
Source: United States Department of Commerce, Bureau of Census, Census 
of Business 1948. Retail Trade,
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of the outlets were independents and accounted for 94 percent of the 
total sales. The group with the largest percentage of chain outlets 
was the General Merchandise Group with 27 percent. About 16 percent 
of the total stores in this group were part of chains with from two to 
ten units; the remaining 11 percent were part of chains with more than 
11 units. These chain outlets accounted for 53 percent of the total 
sales in this group. The Apparel Group also had a high percentage of 
chain outlets, with 23 percent of all stores being chain outlets, which 
accounted for 40 percent of the total sales of the group.
In 1940 independent outlets in the state employed 70,898 persons, 
or 72 percmt of the total employed in the retail trade of the state 
(Table 80). These employees received 70 percent of the total salary and 
wage payments made by retailers, which indicate that employees of chains 
received slightly higher wages than employees of independent outlets. 
Enployment and payrolls in multi-units with 11 or more outlets were 
greater than in multi-units with from two to 10 outlets.
Since in many of the groups the sales of individual multi-unit out­
lets exceeded those of the individual independent outlets, it would seem 
to follow that employment in the individual multi-units would exceed that 
of independents. In all groups this was true. The multi-unit outlets in 
the Second-hand Group had the smallest percentage of total employees with 
only six percent. Chain outlets in the General Merchandise Group had the 
highest percentage of the total employees with 60 percent. In 10 of the 
groups, the employees of multi-units were better paid than employees of
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Table 80. Number and Percent of Employees, and Amount and Percent
of Payroll in Single and Multiunit Outlets in Louisiana
Retail Trade, by Categories, in 1948*
Category Employees
Percent of 
total employees 
in category
Percent of 
Payroll total payroll 
(000) in category
Food group 
Single unit 
2-10 units 
11 or more units
11,744
8,472
1,057
2,215
72
9
19
$ 16,582 
10,414 
2,050 
4,118
63
12
25
Eating and drinking 
places 
Single unit 
2-10 units 
11 or more units
19,264 
16,988 
1,494 
785
88
8
4
20,193
17,318
1,825
1,050
86
9
5
General stores 
Single unit 
2-10 units 
11 or more units
1,651 
1,422 / 
139^
91
9
2,108
90
10
General merchandise 
Single unit 
2-10 units 
11 or more units
17,704
7,138
3,731
6,835
40
21
39
27,943
12,565
5,556
9,822
45
20
35
Apparel group 
Single unit 
2-10 units 
11 or more units
7,620
4,775
1,178
1,667
63
15
22
13,328
8,362
2,219
2,747
63
17
21
Furniture, furnishings, 
appliance group 
SingLe unit 
2-10 units 
11 or more units
5,320
3,814
869
667
72
16
13
12,117
8,158
2,401
1,558
67 
' 20 
13
•
Automotive group 
SingLe unit 
2-10 units 
U  or more units
9,780
8,547
847
359
87
9
4
24,789
21,615
2,405
769
87
10
3
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Table 80. Number and Percent of Employees, and Amount and Percent
of Payroll in Single and Multiunit Outlets in Louisiana
Retail Trade, by Categories, in 1948. (continued)
Percent of Percent of
Category Enplpyees total employees Payroll total payroll
______________________________in category (000) in category
Gasoline service 
stations 
Single unit 
2-10 units 
11 or more units
5,167
11-5/
$ 7,166 
6,106 , 
1*060S/ % /
Lumber, building, 
hardware group 
Single unit 
2-10 units 
11 or more units
7,563
6,793
694
76
90
9
1
16,730
14,705
1,809
216
88
11
1
Drug and proprietary 
stores .
Single unit 
2-10 units 
11 or more units
5,179
3,254
872
1,052
63
17
20
7,064
4,090
1,201
1,773
58
17
25
Liquor stores 
Single unit 
2-10 units 
11 or more units
874 
601 , 
273* % /  ■
1,332 
812 . 
520y
61 , 
ypf
Second-hand stores 
Single unit 
2-10 units 
11 or more units
359
V
700
80 , 
20&
Other retail stores 
Single unit 
2-10 units 
11 or more units
5,774
4,138
1,000
636
72
17
11
12,335
8,351
2,348
1,636
68
19
13
Total 
Single unit 
2-10 units 
11 or more units
97,939
70,898
12,367
14,674
72
13
15
164,600
114,956
22,886
24,545
70
14
15
1 i. .i . • i . I, . . ....
a/ Includes all multiunits, no breakdown on size or sales available.
Source: United States Department of Commerce, Bureau of Census, Census of
Business 1948, Retail Trade.
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the independents. In two of the groups, the pay was approximately 
the same. Only in the General Merchandise Group were the employees 
in independent stores better paid. In this group, the employees of 
the independent stores made up 40 percent of the total employees in 
the group, yet they received 45 percent of the payroll.
Summary
Conceptions of the size of retail stores are varied and often 
contradictory. It is common to think of the business of retailing 
as being carried on by small businessmen. The typical retail store 
in the United States is a small business, when judged by annual sales 
volume. In 1948 more than one-third of all the stores in the United 
States and Louisiana had sales of less than $20,000.^ Data on sales 
and paid employees of retail outlets indicate that the typical retail 
outlet in Louisiana is also small. In 1929 more than half of all out­
lets in Louisiana had sales of less than $20,000. The decline in the 
number of outlets with small sales is due in part to the rise in prices
^Paul D. Converse, Harvey W. Huegy, and Robert V. Mitchel, 
The Elements of Marketing (Fifth Edition* New York: Prentice-Hall, 
Inc., 1952), p.
4
Harold H. Maynard, Theodore, N. Beckman, and William R. 
Davidson, Principles of Marketing (Fifth Edition] New York: The 
Ronald Press Company, 1952), p. 150.
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since 1929, but the decrease also indicates that the larger outlet 
is growing in importance. The small retailer serves a definite 
purpose in the retail structure of the state, and many services he 
performs cannot be taken over by large retailers. In many areas 
the customer potential is so small that it will not support a large 
store.
The increase in size of the typical retail outlet of the state 
from 1929 to 1948 is indicated by the total volume of sales made by 
retailers of different sales size. In 1929 the stores with less than 
$20,000 annual sales accounted for less than 12 percent of all sales.
In 1929 less than five percent of the stores had an annual sales volume 
of $100,000, yet these stores accounted for over one-third of all 
sales. In 1948 retailers with an annual sales volume of less than 
$20,000 accounted for about six percent of total saLes, while retailers 
with annual sales exceeding $100,000 accounted for about 60 percent of 
all sales.
Employee size also indicates that the typical outlet in Louisiana
is small, but it also indicates that larger outlets account for the
bulk of the retail sales of the state.
Data on chain store operation in the state indicate that the
typical chain outlet is larger than the typical retail outlet of the 
5
state. In 1948 only seven percent of all outlets in the state were
See Chapter VIII for a discussion of the regulation of chains 
in Louisiana and the effect of this regulation on the growth of chains.
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a member of a chain, yet chain outlets accounted for about 23 percent 
of all sales* There are a number of reasons why the average chain 
unit is larger than the average independent unit. Many of the chain 
outlets are a part of national chains or large state chains which 
have the capital and merchandising ability to produce a large volume* 
The chain store tax of the state is one of the contributing factors 
that has led chains to consolidate several small units into one large 
unit. The progressive independent retailer often finds he has expanded 
to the maximum in a given location which leaves his only avenue of 
expansion a second store* When the second store is opened, both will 
be classified as chain outlets*
CHAPTER VII
CHANGES IN THE RETAILING STRUCTURE OF TWO SELECTED TRADE 
CENTERS IN LOUISIANA
Introduction
t
Among the most important recent social changes influencing 
marketing are the shifts that have taken place in the population 
structure of the nation. In general, these development are five 
in number: (1) A long-range growth in the population of the
nation; (2) a movement of the population from one section of the 
nation to another; (3) a change in the age structure of the popula­
tion; (4) a growth in the number and a drop in the average size of 
the American family; and (5) a shift in population from rural to 
urban areas.
The history of the United States has been characterized by a 
constant growth in population. During its early history, the United 
States grew in physical area,and at the same time the population 
increased by a higi birth rate and immigration. The United States 
reached its present continental boundaries about 100 years ago, and 
immigration has slowed considerably during the present century. Yet, 
today, there are six times as many people as in 1650 and twice as
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1
as many as in 1900.
Not only is the population of the United States increasing, 
but the age structure is also changing. The median age in the 
United States increased from 22.9 years to 29.8 years in the last 
half century. In this same period, the percentage of the total 
population over sixty-five years increased from 4*3 percent to 7*6 
percent. During the period from 1930 to 1940, the birthrate went 
down, however, during the past 10 years births were at an all-time 
high. At the present time, there are over 46,000,000 people who are 
less than fifteen years of age. Thus, a large percentage of the total 
population is made up of the young and the old.
In the past fifty years, the population of the United States 
doubled; but the number of families tripled. In 1950 there were 
nearly forty million families, or purchasing units, in the United 
States. The average size of the family in 1900 was 4*7; today the 
average size is 3.7.
The change of the United States from a nation of rural dwellers 
to a nation of urban dwellers is well known. A close analysis of this 
movement points up many things which have affected retailing. In 1860
All data pertaining to population were gathered from various 
publications of the Bureau of Census.
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the ratio of rural to urban population was 29 percent urban to
71 percent rural. In 1900 the ratio was 40 percent urban to 60
percent rural. By 1920 the urban population exceeded the rural
population by a ratio of 51 to 49. Today, the ratio is about 64
percent urban to 36 percent rural, with less than 12 percent of
•
the total population deriving their livelihood from farming.
To say that there has been a movement to the city does not
tell the entire story and, in reality, is not entirely true. In
the decade from 1900 to 1910, the population of cities, not
metropolitan areas, grew about 37 percent. From 1920 to 1930,
cities increased in population 27 percent, but in the thirties they
grew only eight percent. During the 1940-1950 period, the total
population of the United States rose 15 percent. Metropolitan areas
rose only 14 percent, rural areas only six percent, while outlying
suburban sections of metropolitan areas jumped 36 percent. Thus, it
is not entirely accurate just to say that population is moving to the
city. It Is necessary to say that a large proportion is moving to
the suburban areas of cities. Not all of the people going to suburban
areas leave rural areas for many came from the city. This movement
from the city to suburban areas is prompted by such things as a desire
2/
to get away from noise, over-crowding, and poor housing conditions;
2
Hal Burton, The City Fights Back (New Yorks The Citadel 
Press, 1954), p. 4.
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to provide their children safer play conditions and better schools; 
and, to an extent, to escape high city taxes* Suburban growth, 
perhaps more than any other recent population change, has had a 
profound impact upon marketing, particularly retailing. To serve 
these people living in suburbs, many secondary shopping centers have 
grown up.
It is with the last of these changes in population, the shift 
from rural to turban areas, that this chapter is concerned. A brief 
study is made of the growth of trade centers in the state since 1900. 
To illustrate the shifts in the structural pattern of trade centers 
in Louisiana, an analysis of two cities— Shreveport and Baton Rouge—  
is made.
Structural Pattern of Trade Centers
Since the earliest recorded history, man has recognized the
advantages of association into villages and towns. Today, the city
or trade center is the very heart of the economic life of the nation.
In every trade center, regardless of size and of location, certain
3
elements function as basic parts of the community structure. There
3
Eugene Van Cleef, Trade Centers and Trade Routes (New York, 
New York, D. Appleton-Century Company, Incorporated, 1937), p. 59.
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may be differences in detail in different trade centers because of 
a different economic structure, but, in general, the same elements 
will be present in all cities. These elements are rail and bus 
stations, government buildings, public markets, hotel districts, 
central retail districts, wholesale districts, factory areas, sub­
retail districts, residential areas, and suburban areas.^
Figure 1 indicates the general structural pattern of a trade 
center about the beginning of the twentieth century. The heart of 
the trade centers of that time was the central betail district. In 
this area were located the department stores and the majority of all 
other types of stores located within the city. This area was sur­
rounded by a wholesale and light manufacturing district. The estab­
lishments in this area were located on or near the railroads or 
other means of transportation which served the trade center. Sur­
rounding the wholesale areas was a poor residential area, which was 
undesirable as a residential area because of its proximity to the 
wholesale and light manufacturing area, and the noises and odors 
commonly associated with such activities. The area was somewhat of 
a buffer between the economic areas of the city and the residential 
areas. The homes of the middle class were located in the next area, 
called the intermediate residential area. A few retail outlets were 
located in this area. The outlets in this area were for the most part
^Ibid.. p. 59«
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Figure 1. The General Retail Structure of a Trade Center 
circa 1900.
A. Central retail area
B. Wholesale area
C. Poor residential area
D. Intermediate residential area
E. Wealthy residential area
F. Agricultural area
G. Suburban area.
Note: The circles are not intended to portray a radial pattern but 
merely to mark off the sequence of area.
Source: Adapted from Eugene Van Cleef, Trade Centers and Trade Routes
(New York, New York, D. Appleton-Century Company, Inc., 1929)»
p. 60.
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neighborhood grocery and drug stores. Beyond the intermediate 
residential area were the large estates of the wealthy and agri­
cultural land and farm hemes. The physical distance, in the 
average city, between the retail area and the wealthy residential 
area was necessarily short because of existing means of transporta­
tion.
The normal growth pattern during the latter part of the nine­
teenth century was an expansion from the center outward. As the 
population of the city grew, the intermediate residential area 
developed and encroached on the wealthy residential area. The 
central retail area also grew to serve these new customers, thus 
expanding into the wholesale area which in turn pushed into the poor 
residential area. As the wholesale and light manufacturing area 
expanded, the suitability of nearby property for residential use 
declined, thus enlarging the poor residential area. The cause of 
this expansion was a gradual population growth which, in turn, brought 
about a gradual outward expansion of the retailing area of the trade 
center.
As the automobile came into general use during the period around 
the first world war, there was a slight change in the growth pattern 
of cities. Retail outlets grew up on the main streets leading to and 
from the central retail area. At first the automobile had little 
effect in changing the structural development of trade centers, but in
time the automobile was to play a leading role in the development 
of a new type of trade center. Referring to the automobile, Van 
Cleef wrote "Without a dbubt, it [[the automobile} created a 
revolution in business location through its speed, convenience, 
universality, and stimulus to good roads."** Although many economic 
and social factors contributed to the change in the growth pattern 
of trade centers, the Importance of the automobile should hotvbe 
minimized. Today, the structure and growth pattern of trade centers 
are quite differentofrom that of the trade center of fifty years ago. 
The major difference is the large number of retail outlets located 
outside the central retail area. Figure 2 shows a generalized pattern 
of the average retail center of 195A» There is 4111 a central retail 
area around which the present-day city is built, but there are also 
many secondary retail area?, together with retail outlets along the 
main traffic arteries. The growth of many trade centers,during land 
after the second world war, has been so rapid that the gradual 
expansion from the center outward that characterized past development 
has been changed.
Reasons for Changes in Growth Pattern
The automobile, by giving the city dweller mobility and also 
reducing the wholesalers1 and retailers* dependence on the railroad,
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Figure 2* The General Retail Structure of a Trade Center of 1954
A. Central retail area E.
8. Wholesale area F.
C. Poor residential area G.
D. Intermediate residential area H.
Wealthy residential area 
Agricultural area 
Suburban area 
Secondary shopping center
I. Strip shopping .area
Note: The circles are not intended to portray a radial pattern but 
merely to mark off the sequence of area.
Source: Adapted from Eugene Van Cleef, Trade Centers and Trade
Routes (New York, New York: D. Appleton-Century Company, Inc., 
1929), p. 60.
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has been one of the major factors in changing the growth pattern 
and structure of trade centers* The automobile has made it possible 
for a worker or shopper to live a number of miles from the downtown 
area and still conveniently commute* It is possible for a person 
to live away from the hustle and bustle' of the city and yet enjoy 
all of the conveniences of the city. By the middle 1930*s, many 
city dwellers began to find the central retail area more and more 
congested, thus making driving and parking difficult. In the period 
from 1930 to 1951, automobile registration in the United States rose 
from 26,532,OCX) to 51,292,000*^ Today, the downtown streets of many' 
cities cannot carry and park the automobiles of the city* Overcrowded 
streets and lack of parking apace are two of the forces.which have 
prompted retailers to locate outside the central retail area*
Another factor in the development of secondary retail areas is 
the desire of retailers to secure lower prices for building plots*
For the central shopping area to expand, it is necessary for the 
businessman to purchase land that is already being used as a site for 
a boarding house, home, or some other economic endeavor* If the exit­
ing building is not suitable for use as a retail establishment, and in 
most cases it is not, it must be t o m  down and a new building con­
structed* Too, many homeowners are reluctant to sell and demand high
Statistical Abstract of the United States. 1953. U. S. Depart­
ment of Commerce, Bureau of Census, p. 534*
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prices; thus, the cost of expansion of the central retail area is 
high. On the other hand, land on the outskirts of town may not be 
in use and can be purchased at a much lower price than downtown 
property.
Zoning regulations also force retailers to seek new areas for 
their activities. As the retail area expands to an area zoned as a 
residential area, it is necessary for the retailer to seek a build­
ing plot in an area that is zoned for retailing or to move outside 
the zoned area. Many retailers have moved to a site outside the 
city limit s.
In recent years manufacturers, both light and heavy, have found 
it profitable to locate factories away from the congested center of 
a city. They have been prompted by such things as low cost land, 
more space, good environment, low taxes, better means of transportation, 
and in recent years, protection from bombing. With these plait s come 
workers and workers* homes, which in turn create a ready market for 
retailers.
Changes in home building teohniques have also been instrumental 
in the growth of secondary shopping area. Today, it is not uncommon 
for a contractor to buy a plot of land a number of miles from the 
central shopping district of the city and in a period of a few months 
build and sell a hundred or more residences. Such a subdivision offers 
potential customers for a number of retail outlets.
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Besides the physical changes which have led to a changing 
retail structure, there are also certain, more or less, intangible 
elements which may be called the 11 sub-landscapes" of the city.
7
"Sounds, odors, and colors make up the sub-landscape of the city." 
The desire on the part of city dwellers to get away from these 
annoying elements caused by the economic activity of the city has 
led them to move farther and farther away from their source, which, 
in turn, has led to the development of secondary retail centers to 
serve these people located so far from the central retail area. 
These secondary retail centers do not produce an undesirable sub­
landscape to the same extent as factories and the central retail 
area.
In a given city, any one or all of these factors may have con­
tributed to the increased importance of retail areas outside the 
central retail area.
Types of Secondary Shopping Centers
Retail trade areas located outside the central retail area may 
be classified by method of formation and growth into four different 
classes. They ares (1) The strip or ribbon development, (2) the 
shopping area, made up of a number of neighborhood stores; (3) the
7Ibid.. p. 56.
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enveloped or incorporated suburb; and (4) the shopping center*
The strip or ribbon development was .one of the first types 
of secondary shopping centers to develop. As the automobile came 
into general use and better highways and streets were built, the 
central retail areas began to expand out along the main arteries 
of traffic. Today, many cities have these ribbons of retail out­
lets which are several miles long and less than one block wide.
Since these stores are located on a main traffic artery, parking is 
a problem unless the individual outlet is able to provide a parking 
space in the rear or on the side of the building.
The secondary shopping area is made up of a number of neighbor­
hood stores which serve a given residential area. These outlets may 
be several blocks from each other, thus eliminating the possibility 
of shopping from one to the other on foot; but nevertheless, collec­
tively, they serve the needs of a definite geographic area. The most 
common typo s of store in the secondary shopping area are grocery stores, 
drug stores, and service stations.
The incorporated suburb was once a small town a number of miles 
from the center of a rapidly growing city. As the city grew, it 
enveloped the suburb, and it, the suburb, becomes a secondary shopping 
center to the larger central retail area. In most cases^ the in­
corporated suburb loses it8 identity as a separate town and becomes 
both politically and economically a part of the larger city.
The shopping center is made up of several complementary retail 
outlets. These outlets are located near enough to each other that
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the shopper can easily walk from one to the other. Some of the
shopping centers have grown up over a period of years, others are
planned shopping centers and are developed over a short period of
time. In the case of planned shopping centers, the exact location,
need, and original complement of outlets are usually determined by
scientific market research. The planners of these centers, who are
often realtors, make an effort to maintain a favorable ratio between
selling-floor space and parking space. As of December 28, 1953>
there were 480 planned shopping centers in operation or under con-
8
struction in the United States. A.good example of a planned
secondary shopping center is the Delmont Village in Baton Rouge,
Louisiana. This center is scheduled to open in 1956 and will contain
25 to 30 stores, and construction will cost about $3,000,000. The
o
center will have parking facilities for 900 automobiles.
General Changes in Urban Population and Urban 
Retail Structure in Louisiana
The past fifty years have brought many changes in the population 
structure of Louisiana. From 1900 to 1950, the total population of
8
Henry Weiss, Women* 8 Wear Daily. "Shopping Centers in Infancy—  
But Booming," Monday, December 28, 1953.
9
The State Times. Baton Rouge, Louisiana, July 2, 1954, pp. 1-8A.
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the state grew 94 percent (Table 81). In the past twenty years, 
there has been a growth of 24 percent. The growth from 1930 to 1950 
was twice that of the United States. The rapid growth of the state 
was not caused entirely by an increased birthrate and increased 
longevity but in part by imnigration from other states.
To the retailer, the change in the location of this increased 
population is as important as the total growth; while the total 
population of the state grew 94 percent from 1900 to 1950, the urban 
population grew 338 percent and the rural population grew only 19 
percent (Table 82). 3h the period from 1930 to 1950, total population 
increased 28 percent; whereas, the urban population increased 77 per­
cent, and the rural population decreased foir percent. In 1900, 73*5 
percent of the population of the state was rural, while 26.5 percent 
was urban. By 1930 this had changed to a 60.3 percent to a 39*7 per­
cent rural to urban ratio. The first census year in which the state 
had more urban dwellers than rural was 1950. In that year, 54*8 percent 
of the population was urban, thus today Louisiana is considered an 
urban state.
The urbanization of the population has brought about a rapid 
increase in the size of the towns and cities of the state. Baton Rouge 
has experienced the fastest growth of any city in the state, with a 
tenfold inorease since 1900 and a threefold increase since 1930 (Table 81) 
New Orleans has had the smallest growth, doubling in size since 1900 and
Table 81. Population of Louisiana and Major Cities by Census Years from 1900 to 1950 with
Percent Change from 1900 to 1950 and 1930 to 1950,
Percent Percent
City 1900 1920 1930 1940 1950 Change change
______________________ ;_________________________________________________ 1900-1950 1930-1950
New Orleans 287,104 387,219 458,762 494,537 570,445^ 99 24
Shreveport 16,013 43,874 76,655 98,167 127,2065/ 694 66
Baton Rouge 11,269 21,782 30,729 34,719 125,629s/ i;oi5 309
Lake Charles 6,680 13,088 15,791 21,207 41,272 518 161
Monroe 5,428 12,675 26,028 28,309 38,572 610 48
Alexandria 5,648 17,510 23,025 27,066 34,913 518 52
Lafayette 3,314 7,855 14,635 19,210 33,541 912 129
Bogalusa NA 8,245 14,029 14,604 17,798 NA 27
Crowley 4,214 6,108 7,656 9,523 12,784 2Q3 67
Opelousas 2,951 4,437 6,299 8,980 11,659 295 85
Ruston 1,324 3,389 4,400 7,107 10,372 683 136
Total urban 336,288 628,163 833,532 980,493 1,471,696 338 77
Total Louisiana 1,381,625 1,798,509 2,101,593 2,363,880 2,683,516 94 28
a/ Metropolitan area 685,405* 
b/ Metropolitan area 176,547* 
c/ Metropolitan area 158,236.
Source: Compiled and computed from data in United States Department of Commerce, Bureau of the Census,
United States Census of Population: 1950. and other Bureau of Census publications.
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increasing 24 percent since 1930.
Accompanying this growth in population has been a growth in 
store population. In the period from 1929 to 194&> the number of 
retail outlets increased 32 percent as compared to a growth of 24 
percent in population from 1930 to 1950. Although the growth in 
the total number of outlets in the state was greater than the growth 
in total population, the growth in the number of outlets in most of 
the major cities of the state was much less than the population 
growth in these^cities. In New Orleans, for example, the total 
population of the city grew 24 percent from 1930 to 1950, while the 
number of retail outlets deoreased two percent. Shreveport had a 66 
percent growth in population and an 85 percent gain in retail outlets. 
Baton Rouge, bn the other hand, had an increase of 309 percent in 
population and a 247 percent rise in retail outlets.
The rapid growth in the population of these towns and cities 
was caused in part by Increasing the area included within the city 
limits. Quite often this annexed territory contained suburban towns 
and other populated areas. When such an area is included within the 
city, the central shopping area of the suburb became a secondary shop­
ping area of the growing city.
To some extent these fast rates of growth are misleading in 
as much as many of the cities have enlarged their incorporated limits, 
thereby taking in suburban population centers.
Table 82. Urban and Rural Population in Louisiana, with Percent of Total in 1900, 1920, 1930,
1940, and 1950. '
1900 1920 1930 1940 1950
Percent
change
1900-1950
Percent
change
1930-1950
Urban 366,288 628,163 833,532 980,439 1,471,699 338 77
Percent of total 26.5 34.9 39.7 41.5 54.8
Rural 1,015,337 1,170,346 1,268,061 1,383,441 1,211,821 19 - 4
Percent of total 73-5 65.1 60.3 58.5 45.2
Total 1,381,625 1,798,509 2,101,593 2,363,880 2,683,516 94 28
Source: Compiled and computed from data in United States Department of Ccumerce, Bureau of the Census,
United States Census of Population. 1950: and other Bureau of Census publications.
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The Development of the Retail Structure of Two
Selected Trade Centers
For a more detailed analysis of the development of the trade 
centers of the state, two cities, Shreveport and Baton Rouge, have 
been selected for consideration. Since such a study of all the 
major trade centers of the state is inexpedient, an effort was made 
to select two cities that would be, in general, representative of 
all the cities of the state.
Shreveport was selected because it is the second largest city 
in the state and has been for a number of decades one of the leading 
trade centers of the South; it was selected as being representative 
of the growth of an urban trade center Baton Rouge was selected 
as being representative of the cities of the state that has grown 
from a farm or rural trade center into an urban trade center. Baton 
Rouge, along with several other cities of the state, experienced a 
rapid growth in population during and following the second world war. 
The increase in population has, in turn, caused many changes in the 
retail structure of these cities.
• To trace the growth in number and changes in the locations of
11
In 1933 the Agricultural Experiment Station of Louisiana 
State University published a bulletin, "Farm Trade Centers in Louisiana 
1901 to 1933»n written by T. Lynn Smith. In this bulletin, Dr. Smith 
classified all cities in the state with the exception of New Orleans 
and Shreveport as farm trade centers.
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retail outlets of these two cities, the locations of selected types
12
of retail outlets were plotted on maps of the Cities* The 
locations of outlets outside the main shopping canter in both cities 
were plotted for the years 1934 and 1954* Addresses of the outlets 
plotted were obtained from official city directories and local tele­
phone directories* A map drawn to a scale large enough to allow 
plotting within a given block was used as a work map. Although it 
was not possible to plot the exact location within the block, the 
degree of accuracy obtained was sufficient for the desired purpose.
It was possible to observe from these work maps the location of and 
the concentration of outlets outside the main shopping center* From 
these large work maps, smaller maps were prepared showing the location
of the secondary retail shopping centers of the two cities for the
13
years 1934 and 1954* These smaller maps are not intended to show 
the exact location but to give the reader some idea of the general 
location of secondary shopping centers and outlets*
Shreveport
M
Shreveport is located in the center of the rich agricultural 
and oil land of northwest Louisiana* In 1900 the population of 
Shreveport was only 16,013* By 1920 the city had grown in size to
12
See Table 85 for listing of the selected types of outlets 
included.
13
These maps are included as Figures 3 through 10*
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43,874* In 1950 the population within the city proper had grown 
to 127,206 and to 176,547 for the metropolitan area. The popula­
tion growth was accompanied by a parallel growth in retail outlets. 
From 1929 to 1948 the number of retail outlets in the city rose 85 
percent. The increase in outlets brought about a change in the 
retail structure of the city. In 1934, 35 percent of all the 
selected outlets were located in the central shopping area with 65 
percent outside (ITable 83). In 1954 only 26 percent of all stores 
were located in the downtown area. In the period from 1934 to 1954, 
the total number of outlets in the downtown area increased only two 
percent, while outlets located outside the downtown area rose 56 per­
cent. Since food outlets make up a large percentage of the total 
number of outlets and normally are not located in the main shopping 
area, the percentage of stores located in the downtown area appears 
small. If food outlets are not included, 61 percent of the remaining 
selected types of outlets were located in the downtown area in 1934 
but only 45 percent in 1954*
The relative growth in the number of outlets located outside the
«
main shopping center is more evident when the percentage changes in 
the individual types of outlets are considered. In 1934 all of the 
variety goods stores in Shreveport were located in the central shopping 
area, however, in 1954 only 25 percent were in the centrhl area. All 
but six percent of the apparel outlets were located in the central area 
in 1934 but by 1954 only 58 percent, were in the downtown area. The
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Table 83* The Percent of Selected Retail Outlets Located in 
the Central Shopping Area of Shreveport in 1934 
and 1954.
Type of Outlet
122k
Downtown
Outside 
downtown 
area
195A
Downtown
(Percent of (Percent of (Percent of 
total) total) total)
Outside 
downtown 
area
(Percent of 
total)
42
67
45
83
81
60
92
27
25
75
62
Apparel
Appliance^/
Department store, 
general store, and 
dry goods outlets
Drug
Florist
Furniture
Food
Hardware
Jewelry
Variety store
Other ar^
94
79
71
19
36
43
14
63
80 
100
75
6
21
29
81
64
57
86
37
20
0
25
58
33
55
17
19
40
8
73
75
25
38
Total 35 65 26 74
a/ Includes radio and television outlets*
b/ includes antique, book, camera, gift, and leather gpods outlets*
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percentage of appliance outlets in the central shopping area 
dropped from 79 percent of the total in 1934 to 33 percent in 
1954* Drug and food outlets, which had only a small percentage 
of the total outlets in each class located in the downtown area, 
had only a small decline in the percentage located in the downtown 
area. Hardware outlets were the only type of outlet that had a 
larger percentage of stores in the downtown area in 1954 than 1934. 
These data Indicate that the number of retail outlets in Shreveport 
grew a great deal in the period from 1934 to 1954, and that most of 
this growth took place outside the central shopping area.
A comparison of Figure 3 and Figure 4 shows that the central 
shopping area of Shreveport expanded very little, with most of the 
increase in the number of outlets being located some distance from 
the downtown area. The expansion of the central shopping area was 
prevented to some extent by physical barriers. The downtown area of 
Shreveport is bounded on the north by Cross Bayou, on the northeast 
by the Red River, and on the southeast by rail yards. It is apparent 
from a study of Figure 4 that many of the outlets located away from 
the central shopping area are grouped into secondary shopping centers. 
It is Impossible to determine from these data into which of the five 
classes of shopping centers each of these concentrations would fall, 
but it is possible to classify these concentrations of outlets into 
three classes. They are: The strip shopping area, a number of 
different types of outlets located along a main traffic artery; a 
shopping area, a number of neighborhood stores which, although not
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Figure 3. The Location of Selected Types of Retail Outlets in Shreveport
in 1934.
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located next to each other, serve a definite geographic area; and 
a shopping center, a number of complementary stores located near 
enough to each other to make shopping easy.
Figure 5 presents the secondary shopping areas and centers in 
Shreveport in 1934. At that time, there were four strip areas; 
these extended along Texas Avenue, Greenwood Road, Marshall Street, 
and Southern Avenue, all of which lead into the downtown area. There 
were also five shopping areas, each containing a number of retail 
outlets and serving a rather large geographic area. Most of the out­
lets in these shopping areas were food and(bug outlets. In 1934 there 
was only one secondary shopping center. This shopping center was 
located at the corner of Southern Avenue and West 70th Street, which 
is about five miles from the center of the city.
Figure 6 presents quite* a different picture. By 1954 strip shop­
ping areas had developed along eight of the main traffic arteries 
leading into the downtown area and also on Hollywood Avenue which cuts 
through the soubhem part of the city. In the area immediately to the 
south and west of the central shopping center, a large shopping area 
developed. These outlets are far enough from the central shopping 
area to be considered a separate area, but no doubt in time this area 
will be taken in as part of the central shopping area.
In the period from 1934 to 1954* the shopping center at the'corner 
of Southern Avenue and West 70th Street grew from 16 to 32 outlets 
(Table 82). During this period, six other shopping centers developed.
Table 84> Number of Selected Types of Retail Outlets Located in the Secondary Shopping Centers in 
Shreveport In 1954*
Shopping Shopping Shopping Shopping Shopping Shopping Shopping Total In
Type of Outlet Center I Center H Center III Center 17 Center V Center VI Center VII all
a/ y c/ d/ e/ tJ &/ centers
Apparel 3 4 0 3 2 4 0 16
Appliance 2 0 1 0 0 0 0 3
Department store,
general store, and
dry goods 6 1 0 0 0 0 1 8
Drug 4 1 1 1 1 1 1 10
Florist 1 1 0 0 0 0 1 3
Furniture 3 1 2 0 0 0 0 6
Food 7 1 2 3 3 0 2 18
Hardware 3 1 3 0 1 2 1 11
Jewelry 1 1 1 1 0 0 0 4
Variety store 2 1 1 0 1 0 6
Others 0 1 1 0 1 0 1 4
Total
» ■ 1 " " " ' '
32 13 12 9 8 8 7 89
a/ Located on 70th Street between Dillman Avenue and Southern Avenue* This was the only secondary shopping 
center in Shreveport in 1934* In 1934 there were 16 outlets in this center* 
b/ Located on Youree Drive at Ockley Drive, 
c/ Located on Lakeshore Drive at Jewella Road*
d/ Located on Sings Highway between Centenary Boulevard and Woodlawn Avenue, 
e/ Located on Kings Highway at Highland Avenue* 
tj Located On Line Avenue at Linden Street.
gf Located on Mansfield Road at Sunnbrook Avenue* &
Figure 5. Secondary Shopping Areas in Shreveport in 1934 238
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The number of outlets in each rangedfrom 13 to 7. In 1954 there 
were 89 outlets located in secondary shopping centers as compared 
to only 16 outlets in 1934* All of these shopping centers are 
located more than two miles from the center of the downtown area 
and some as far as five miles.
Baton Rouge
In 1900 the population of Baton Rouge was 11,269. In the period 
from 1900 to 1940, the population grew to 34,719* During the next 
ten years, the population of the city proper jumped to 125,620, an 
increase of 1,015 percent from 1900 and of 309 percent since 1930.
The metropolitan area of Baton Rouge had a population of 158,236 in 
1950. The growth in population was accompanied by a large growth in 
retail outlets. The number of outlets in the.city rose 247 percent 
from 1929 to 1948 and 191 percent from 1939 to 1948. In 1929 only 
2.03 percent of all outlets in the state were located in Baton Rouge, 
but by 1948 the percentage of total had increased to 5*34 percent.
The general growth in population and number of outlets resulted in 
a large expansion in the physical size of Baton Rouge. The topography 
of the site was one of the important factors in determining the 
structural pattern of the city.
In 1934* 20 percent of all the selected outlets were located 
in the central shopping area with 80 percent outside this central 
area (Table 85). In 1954 only 12 percent of all outlets were located 
in the central shopping area. If food outlets are not included, 51
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Table 85. The Percent of Selected Retail Outlets Located in
the Central Shopping Area of Baton Rouge in 1934
and 1954.
1934 1954
Type of Outlet
Downtown
Outside
downtown
area
Downtown
Outside
downtown
area
(Percent of 
total)
(Percent of 
total)
(Percent of 
total)
(Percent of 
total)
Apparel 100 0 29 71
Appliance^ 83 17 10 90
Department store, 
general store, and 
dry goods 22 78 43 57
Drug 22 78 5 95
Florist 100 0 10 90
Furniture 64 36 32 68
Food 4 96 2/ 100
Hardware 46 54 13 87
Jewelry 70 30 69 31
Variety store 100 0 22 78
Otherar^ 100 0 43 57
Total 20 80 12 88
a/ Includes radio and television outlets.
b/ Includes antique, book, camera, gift, and leather goods outlets, 
c/ Less than one half of one percent.
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percent of all outlets were located in the central shopping area 
in 1934 with 22 percent in this area in 1954* The number of all 
selected outlets increased 101 percent from 1934 to 1954* The 
number of outlets in the downtown area increased only 14 percent 
during this period, while the number of outlets located outside 
the downtown area grew 123 percent.
In 1934 all of the apparel, florist and variety stores were 
located in the central shopping area. In 1954 only 29 percent of 
the apparel outlets, 10 percent of the florist outlets, and 22 
percent of the variety good outlets were located in the downtown 
area. In 1934 all but 17 percent of the appliance outlets were 
located in the central shopping are?, but by 1954 only 10 percent 
were located In the downtown area. The only class of outlets to 
have a larger percentage located in the downtown area in 1954 than 
in 1934 was the department store, general store, and dry goods class 
which had 22 percent in the central area in 1934 and 43 percent in 
1954* These data indicate that Baton Rouge experienced a rapid growth 
in population and retail outlets during the period from 1934 to 1954* 
This growth was accomplished through an expansion of the physical 
area of the city and with very little of the increase in the number 
of outlets taking place in the central shopping area.
A comparison of Figure 7 and 8 shows the extent of the growth 
in number of retail outlets located outside the central shopping
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Figure 7. The Location of Selected Types of Retail Outlets in Baton Rouge
in 1934.
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center* In location of new outlets, the growth pattern of Baton 
Rouge was quite different from that of Shreveport. In Shreveport 
there was a growth in outlets near the downtown area, which in 
time, could easily become a part of the central area, whereas very 
little growth was experienced in Baton Rouge next to or near the 
central area*
Figures 9 and 10 give a comparison of the concentration of 
outlets outside the downtown area in 1934 and 1954* In 1934 there 
were four strip shopping areas, two of which were along streets lead­
ing directly into the downtown area and two of which were on streets 
not leading into the downtown area (Figure 9)» There were also three 
shopping areas* These shopping areas were rather large and located 
10 or more blocks from the downtown area* There were three concentra­
tions of stores in 1934 which could be classified as secondary shop- 
Ing centers.
By 1954 the number of strip shopping areas had grown to 12 in 
number* The number of shopping areas had Increased to four, three of 
which were located 40 or more blocks from the central area* In the 
period from 1934 to 1954* the number of secondary shopping centers 
grew from three, with 42 outlets, to nine,with 119 outlets (Table 86). 
The largest secondary shopping center in 1934 bad 18 outlets and the 
smallest 10* In 1954 the largest concentration of outlets was 17 and 
the smallest eight (Table 87)* It is Interesting to note that even
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Figure 9. Secondary Shopping Areas in Baton Rouge in 1934.
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Figure 10. Secondary Shopping Areas in Baton Rouge in 1954.
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Table 86. Number of Selected Types of Retail Outlets Located
In the Secondary Shopping Centers In Baton Rouge in
1934.
Type of Outlet
Shopping 
Center I
sJ
Shopping 
Center II .
b/
Shopping 
Center III
s/
Total 
in all 
centers
Apparel 0 0 0 0
Appliance 0 0 0 0
Department store, general 
store, and dry goods 4 4 4 12
Drug 1 2 2 5
Florist 0 0 0 0
Furniture 1 2 0 3
Food 8 5 4 17
Hardware 2 0 0 2
Jewelry 2 1 0 3
Variety goods 0 0 0 0
Others 0 0 0 0
Total .18 14 10 42
a/ Located on NoHh Boulevard between 11th Street and 13th Street,
b/ Located on Main Street between 15th Street and 17th Street,
c/ Located on Scenic Highway at Weller Avenue.
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though approximately 50 percent of the total number of the selected 
outlets were food outlets, in no case were 50 percent of the outlets 
in any secondary shopping center food outlets. In most cases, food 
outlets made up less than one-third of the total number.
Summary
The retailer, if he is to better serve the ultimate consumer, 
must be cognizant of social change and make adjustments in his 
merchandising practices to keep pace with these changes. During the 
past twenty years, many developments have taken place within the ranks 
of the ultimate consumer.
Among the most important general changes so far as the retailer 
is concerned are the shifts in the population structure of the nation. 
The increase in and the location of the population plus the changing 
age structure have brought about changes in consumer demands both in 
goods and services.
Louisiana has also experienced a shift in population structure 
which, in turn, has resulted in a change in the retail structure of 
the state. Since 1900, the total population of the state has almost 
doubled.v As important as the total growth has been the urbanization 
of the population. In the period from 1900 to 1950, the urban 
population of the state grew 338 percent, while the rural population-
■ ; . , ft
V i
grew only 19 percent. Since 1930, the urban population has grown 77
. . !'/ ’
Table 87. Number of Selected Types of Retail Outlets Located in the Secondary Shopping Centers in 
Baton Rouge in 1954*
Shopping Shopping Shopping Shopping Shopping Shopping Shopping Shopping Shopping Total 
Type of Outlet Center I Center II Center H I  Center 17 Center V Center VI Center VII Center VUE Center IX in all 
__________________^ ______ £/_______ c/ d/_______ j/______ £/_______ %J h/ %/ centers
Apparel 0 1 1 2 3 0 3 0 1 11
Appliance 
Department store, 
general store,
0 1 0 1 1 1 0 0 0 4
and dry goods 3 2 3 0 2 0 0 2 0 12
Drug 2 1 2 4 0 1 2 2 2 16
Florist 0 0 0 0 1 0 0 1 0 2
Furniture 3 3 1 1 1 3 0 2 0 14
Food 3 5 3 5 4 6 4 2 1 33
Hardware 3 0 1 3 2 3 1 2 0 15
Jewelry 1 1 0 0 0 0 0 0 1 3
Variety goods 1 2 0 1 1 0 0 0 0 5
Others 0 0 0 0 0 0 1 0 3 4
Total 16 16 10 17 15 14 12 11 8 119
a/ Located on North Boulevard between 11th Street and 15th Street, 
b/ Located on Main Street between 15th Street and 17th Street, 
c/ Located on Scenic Highway at Weller Avenue.
d/ Located on Government Street between St. Rose Avenue and Westmoreland Drive, 
e/ Located on corner of Choctaw Drive and Plant Road.
f/ Located on North Street and Main Street between North 19th Street and North 22 rd Street. 
gj Located on Perkins Road between 2800 block and 3100 block, 
h/ Located on Plank Road at Prescott Road.
1/ Located on Highland Road at Chimes Street.
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percent as compared with a decline of four percent in rural popula­
tion* In 1950 over 54 percent of the population of the state resided 
in urban areas* Several of the leading trade centers of the state 
grew at a much faster rate than the total urban population* The 
growth and urbanization of the population has caused changes in 
demands for particular types of goods, which has resulted in the 
increase in importance in some types of outlets at the expense of 
other types* Another effect of the rapid growth of the urban centers 
has been the growth of secondary shopping centers and areas within 
the major trade centers of the state.
To illustrate the growth of these secondazy shopping centers in 
the trade centers of the state, a study of two cities— Shreveport and 
Baton Rouge— was made* In the period from 1934 to 1954> the number of 
selected types of outlets located in the central shopping center of 
Shreveport increased only two percent, while the number outside the 
central area increased 56 percent* Many of the outlets located out­
side the downtown area were concentrated into shopping centers* The 
number of strip developments increased from three in 1934 to 12 in 
1954 and the number of shopping centers from one to seven* During 
the period, there was little growth in the physical size of the down­
town area, however, the physical size of the city expanded a great 
deal*
In Baton Rouge the number of outlets in the downtown area 
increased 14 percent from 1934 to 1954, while the number located
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outside the central area rose 123 percent. The number of strip 
developments increased in number from four to 12 and the number 
of shopping centers from three to nine. Although there was a 14 
percent increase in the number of outlets in the downtown area, 
the physical size of central shopping centers increased very 
little. The large increase in outlets outside the central area 
was accompanied by a large increase in the physical size of the 
city.
CHAPTER VIII
THE GOVERNMENT REGULATION OF LOUISIANA RETAIL TRADE
Introduction
The government regulation of business is well known. The legal 
basis of, the need for, and the exact extent of this regulation is 
not as well known. Down through the ages business and trade have 
been regulated or controlled in one way or another.
Although a code of law governing economic relations 
was developed under the Roman Bnpire and many principles 
deduced and applied to business by early government and 
the early Catholic Church, these controls were taken into 
the government regulation of the Middle Ages. From the 
point of view of modem government control of business in 
the United States, the significant developments of inter­
vention by public authority dates largely from the rise of 
towns and trade in the eleventh century.1
Medieval regulation starting about the eleventh century was done 
primarily by town authorities and guilds, which were in many cases 
synonymous, and the church. Even though many of the regulations tended 
to retard the progress of production and distribution and contributed 
to a low level of living, it is conceded that some regulation was needed.
^Harold D. Koontz, Government Control of Business (New Yorks 
Houghton Mifflin Company, 1941), p. 3»
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This feeling has continued into the modem period.
Beginning with an individualistic revolt against 
mercantilism in the latter part of the eighteenth century, 
the modem period has witnessed the introduction of bus­
iness controls largely for the purpose of curtailing what 
has been regarded as the abuses of individual business 
freedom.2
The founders of the United States recognized a need for some 
control and regulation of trade and commerce. The constitution 
gives the power to regulate commerce among the several states to 
the federal government. The constitution also provides that all 
powers not delegated to the national government or prohibited to 
the states are reserved to the states or to the people. This includes 
the power to regulate trade and commerce within the state. The power 
of the federal government to regulate commerce was strengthened by the 
Supreme Court's decision on the famous case of Gibbons v. Ogden in 
1824* The Supreme Court held that the power to regulate commerce among 
the several states was vested solely in the federal government. During 
the next century, the federal government used this most sparingly.
Although the Supreme Court in Gibbons v. Ogden (1824) 
declared that the power of Congress to regulate interstate 
business is complete and absolute, Congress actually did 
very little in the way of exercising its regulatory power 
prior to the advent of the New Deal in 1933^
2Ibid.. p. 10.
3
Vernon A. Mund, Government and Business. (Harper Brothers, 
New York: 1950), p. 14*
Although the actual source of the power to regulate comes from 
the constltutlonf it would appear that the amount of regulation is 
dependent upon the present-day attitude on the functions of govern­
ment* Vernon A* Mund states:
In the main, the general, over-all functions of 
governments are three: first, to protect the liberty
of its citizens from crime, foreign enemies, and personal 
coercion; second, to promote the social welfare; and third, 
to create and operate a system of economic institutions*^
It is the third function, the creation and operation of a system 
of economic institutions, which leads to the regulation of business* 
Even though there is general agreement on the basic economic functions 
of government, there is no general agreement on the extent of govern­
ment regulation and intervention in commerce that is needed* This lack 
of agreement is manifest in the differences in the regulation of com­
merce by different states*
The regulation of trade and commerce in Louisiana started during 
the French reign in the early part of the eighteenth century* Around 
1730 an ordinance was issued in New Orleans prohibiting forestalling. 
The purpose of this law.was to prevent a person from going on board a 
ship from Europe before it landed and buying its cargo* Since goods 
were scarce, it was desired to give everyone an equal chance to buy
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5
goods at first hand.
As early as 1717, an ordinance was issued by the governor of
the Province of Louisiana making it unlawful to sell liquor to
slaves and Indians.^ A few years later, in 1733, a law was passed
in New Orleans which provided for the licensing of all persons
7
selling wine and liquor.
g
In 1833 the following notice appeared in a Baton Rouge paper:
Poids Du Pain.— Fixe par la mairie pour la semaine 
suivante, la farine 6tant a $5*75 le baril, 41 onces de 
pain pour un escalin.
In 1841 the General Council of New Orleans levied an annual tax
of $25 on all wholesale dealers and brokers, and a $15 annual tax on
10
all retail dealers in the city. In the same year, the following
ordinance was passed: "Be it ordained, no person shall hawk or peddle
within the limits of the second municipality, goods, wears, merchandise,
or any other article whatever, except fruit, flowers, ice cream, and 
11
cakes.11
^N. M. M. Surrey, The Commerce of Louisiana During the French 
Regime. 1699-1763 (New York: Columbia University, 1916), p. 200.
6Ibid.. p. 272.
7Ibid.. pp. 276-277.
8gaton Rouge Gazette. Baton Rouge, Louisiana, January 19, 1633*
9weight of Bread.— Fixed by the Mayor* s office for the following 
week, flour being $5.75 the barrel, 41 ounces of bread [will sell] for 
a bit.
10Hunt*s Merchant Magazine and Commercial Review. "Tax on New 
Orleans Merchant," Vol. V., 1841, p. 466.
11
Daily Picayune. New Orleans, Louisiana, January 14, 1841.
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In 1848 the Louisiana Legislature passed an act regulating 
auction sales within the state* This law provided that each auction­
eer must give a bond of $10,OCX) if selling in Orleans and Jefferson 
parishes and $2,000 in all other parishes to insure the faithful per­
formance of his duties* The law also required a tax of one-half of
12
one percent be paid on all auction sales*
In this chapter, the recent laws affecting retailing in the 
State of Louisiana are discussed* This chapter is primarily an 
analysis of state laws, but federal laws which directly effect the
**'*■'• 4
»
intrastate retail trade of the state are also mentioned*
The need for such a study is best sunned up in the following
statement by H* M* Maynard and T* H* Beokaam
Since federal and state laws affecting marketing are 
becoedng of increasing importance, it behooves the student 
of marketing to become.familiar with them, their purposes, 
and actual operation*1*
The regulation of the retail trade of Louisiana is discussed 
under five headings: (l) advertising, labeling, and packaging} (2) 
licensing and restrictions on the sale of particular eanaodities;
Crescent. New Orleans, Louisiana, March 31, 1948*
^Harold H, Maynard, Theodore N* Beckman, and William R* 
Davidson, Principles of Marketing (Fifth Edition, New York: The 
Ronald Press Company, 1952); pp. 757-758.
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(3) price and competition regulations; (4) taxes; and (5) labor 
laws.
Advertising, Labeling, and Packaging
The first false advertising law in Louisiana was passed in
14
1914 and is still in effect. This act makes it illegal for a 
person to attempt to sell merchandise through the use of untrue, 
deceptive, or misleading advertising. The media covered are news­
papers and other publications, books, notices, handbills, posters, 
bills, circulars, pamphlets, and letters. The penalty for violating 
the act is a fine of not less than $25 nor more than $500, or imprison­
ment for nob less than two days, nor more than six months or both for 
each offense.
This law has been in effect for forty years. Advertising methods 
and media have changed to the extent that the law is inadequate. No 
provision is made for radio or television advertising or special admin­
istration of the law. The wording of the law is general, which greatly 
reduces the value of the law.
The Louisiana Food, Drug, and Cosmetic Act was passed on July 6,
15
1936. The law is administered by the State Board of Health and in
A/*R.S. 51:411* Unless otherwise noted all citations are from 
the Louisiana Revised Statutes of 1950, and are cited as R.S. followed 
by the number of the title and the number of the sections in the title. 
For example, Section 10 of Title 20 will be cited as R.S. 20:10. All 
citations will be made in footnotes.
15R.S. 51:601.
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general covers the sale, labeling, packaging, and advertising of 
foods, drugs, drug devices and cosmetics.
The major provisions of this law which affect retailing, 
either directly or .indirectly, are as follows:
1. Prohibits false and misleading labeling;
2. Prohibits false and deceptive advertising;
3. There will be no prosecution of a retailer for the
display of misfounded or adulterated items or for the
publication of advertisements of such goods supplied 
by the vendor of goods if the retailer had the vendor1s 
signed warranty.
16
A law dealing with packaging, and labeling was passed in 1948.
The law is still in effect and applies to all goods sold in packaged 
form. It required that all packages be labeled with weight, measure, 
or numerical count. Packages made up by retailers are included. 
Special attention is given to deceptive and slack-filled containers. 
Reasonable tolerance is permitted for unavoidable discrepancies caused 
by such things as shrinkage, evaporation beyond the control of the 
retailer, if he is acting in good faith. The penalty for violation 
is not severe. For the first offence, it is a fine of not less than 
$20 nor more than $200 or imprisonment for not more than three months, 
or both. For each subsequent offense, a fine of not less than $50 
nor more than $500 or imprisonment for not more than one year, or both.
l6R.S. 55:1-19.
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Eleven states have special laws regulating the use of premiums
as a method of advertising or as an aid to selling. Louisiana does
not have such a law, however, the regulation of premiums is included
x 17
in the Unfair Sales Law (R.S. 51:421).
Eighteen states have laws regulating the distribution of samples 
by retailers and other middlemen. Louisiana does not regulate the
i 18use of samples.
Licensing and Restrictions on the Sale of 
Particular Commodities
All states require the purchase of a general license by retailers. 
Over and above the general license for retailing, most states require 
special licenses for the sale of particular commodities. These licenses 
are merely a special form of tax which must be paid in order to sell at 
retail.
The change for a general retailing license in Louisiana is based
19
on annual sales and is a graduated scale. The graduate scale arrange­
ment does seem more equitable than a flat rate of all retailers. The
17Gladys M. Kiernan, Retailers Manual of Taxes and Regulation. 
Twelfth Edition (New York: Institute of Distribution, Inc., 1954) PP«
140-141, 142.
l8Ibid.. p p . 147.
19
See Appendix B , Figure 1 for rates of general retail licenses.
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general retailing license fee of from $5 to $6,OCX), depending on
sales, is much higher than the cost of a similar license in other
states. In New Mexico, for example, the rate is $5 for annual sales
up to $3,000 and $150 for sales exceeding $100,000. In Florida the
cost of a license is only $10. In Maryland the rate of the license
tax is based on the merchandise inventory and ranges from $15 to 
20
$800.
In order to prptect the public, the State of Louisiana has placed
many restrictions on the sale of particular commodities. These
restrictions, in a sense, may be looked upon as a regulation of retail- 
21
ing.
The restrictions are aimed at protecting .the consuming public from 
the sale of goods that could be harmful and also from unscrupulous 
retailers. Many middlemen, particularly retailers, probably consider 
these laws a nuisance because of the extra records that must be kept as 
a result.
Price and Competition Regulation 
There are two federal laws, the Robinson-Patman Act and the Miller-
^iernan, oj>. cit., p. 20.
21
See Appendix B, Figure 2, for major commodities covered in these 
regulations.
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Tydings Amendment, and three state laws, the Fair Trade Law, the 
Unfair Sales Law, and the Price Discrimination Act, which regulate 
retail prices and competition in Louisiana. From the retailer’s 
point of view, these laws are the most important of all the laws 
passed for the purpose of regulating retailing and commerce in 
general. Many retailers are violently opposed to these laws while 
others are just as violently in favor. The feeling of retailers on 
this subject seems to be dependent on such things as the individual 
retailers scale and method of operation, type of goods handled, the 
degree of integration, and merchandising techniques.
The Robinson-Patman Act
The Robinson-Patman Act is actually merely an amendment to the 
Clayton Anti-Trust Law but is generally called the Robinson-Patman 
Act. This act was passed in June, 1936, amending Section II of the 
Clayton Act for the purpose of clarifying the wording of the original 
act and to add some additional provision against price discrimination.
The major provisions of the Robinson-Patman Act which are applic­
able to retailing make it unlawful for manufacturers and wholesalers 
engaged in interstate commerce to: (1) bell at different prices or 
terms of sale to different purchasers of like grade and quality; (2) 
pay or receive a brokerage fee or commission unless a direct service
is rendered for such fees and commissions} and (3) grant advertising
allowances unless such allowances are made on proportionally equal
terms to all customers competing in the distribution of similar pro- 
22
ducts*
The Miller-Tydings Amendment
The Miller-Tydings Amendment to the Sherman Anti-Trust Act became
23
effective August 17, 1937* This amendment is sometimes referred to 
as the Miller-Tydings Resale Price Maintenance Act and was passed as 
a direct result of action by a number of the states. Starting with 
California in 1931, a number of the states passed laws legalizing 
resale price maintenance agreements between manufacturers and retailers. 
The Sherman Anti-Trust Act prohibits such agreements in interstate com­
merce. The Miller-Tydings Amendment legalized resale price maintenance 
contracts between manufacturers and retailers in interstate commerce if 
the retailer is located in a state in which such contracts are lawful. 
Under this act such contracts involving interstate commerce in states 
not providing for such contracts are considered unlawful under the 
Sherman Anti-Trust Act. This law makes contracts for price maintenance 
in interstate commerce legal, as they are for intra-state commerce in
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most states, and in essence stated that the statep if they so 
desired, can regulate price competition.
The Fair Trade Act
California, in 1931, was the first state to pass a Fair Trade
Law. Louisiana passed a similar law in 1936 and was the thirteenth
state to do so. As of January 1, 1954, all but three states had
such laws in operation. In the period since 1931 when the first of
these state laws was passed, several have been declared unconstitutional
by state supreme courts and later repassed or amended. Several cases
24
have reached the United States Supreme Court.
The major provisions of the Louisiana Fair Trade Law are as 
follows*
No contract, relating to the sale or resale of a 
commodity which bears, or the label or container of which 
bears the trademark, brand or name of the producer of the 
commodity and which is in fair and open competition with 
commodities of the same general class produced by others 
shall violate any law of this state by reason of any of 
the following provisions which may be contained in the con­
tract: 1. That the vendee shall not resell the commodity
at less than the minimum price stipulated by the vendor;
2. The vendee or producer requires in delivery to whom he 
may resell the commodity, an agreement that the second 
vendee will not, in turn, resell for less than the minimum 
price stipulated by the vendor or by the vendee.25
The act makes certain exceptions to the above provisions; they do
not apply to damaged or deteriorated goods, to close-out sales, and to
^Ibld.. p. 73. 
35R.S. 51:392.
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sales under orders of a court. The constitutionality of the act 
was upheld by the Supreme Court of Louisiana (International 
Cellucotton Products Company v. Krauss Company, Ltd.). On October 
19, 1953» the United States Supreme Court refused to review the case.
The Louisiana law also contained the so-called nonsigner pro­
vision. This provision reads as follows:
Willfully and knowingly advertising, offering for 
sale or selling any commodity at less than the minimum 
price stipulated in any contract entered into pursuant 
to the provisions of R.S. 51:392, whether the person so 
advertising, offering for sale, or selling, is or is not 
a part to the contract, is unfair competition and is 
actionable by any personal damages.26
If one retailer in the state signs a price maintenance contract 
with the manufacturer of a branded article, all other retailers are 
forced to sell above the agreed minimum price. This provision was 
contested in the famouB case of Schwegmann Bros. v. Seagram Distillers 
Corp. On May 21, 1951, the United StateB Supreme Court handed down a 
decision that retailers who had not signed minimum price agreements 
were not bound by such agreements. On July 14, 1952, the United 
States Congress passed the McGuire Act. This act amended the Federal 
Trade Commission Act to legalize provisions in State Laws which made 
fair trade contracts enforceable against sellers who are not parties 
to a fair trade contract.
26 e „ oof 
R.S. 51:394*
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Violators of fair trade contracts are subject to damage suits 
by competitors. These agreements may be made only between the owner 
of a brand and a retailer. The act expressly prohibits resale price 
agreements between groups of manufacturers, or groups of ■v&olesalers, 
or groups of retailers.
There have been many economic effects of this law. The brand 
owner feels that through the use of a resale price agreement he is 
able better to control his product and to protect his investment in 
the advertising and the goodwill, which may result in a premium price 
for his product and protect him from the retailer who is willing to 
make a short-run gain by Increasing sales through price cutting. Host 
small retailers have been benefited by the law to the extent that they 
are better able to compete on a price basis with larger, more effective 
retailers. Retailers have gained to seme extent through the advertising 
effort of the owners of fair traded brands. The larger retailer, and 
particularly the limited service retailer, has been the most outspoken 
against this law; and perhaps the most adversely effected. Many of 
these retailers feel that the law protects many retailers who, because 
of inefficiency of operation, are not economically justified. There is 
no doubt that this law has curtailed price competition on the retail 
level. It has tended to make the gross margins to all retailers the 
same, which has caused retailers to compete on a basis other than 
price, such as additional sales effort and service. Many students of
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27marketing feel that the law has increased the cost of marketing.
Unfair Sales Law
Louisiana passed in July, 1936, a Fair Practices Act and was 
the fourth state to do so. These laws which prohibit the sale ,at 
retail of goods below cost are commonly called Unfair Trade Practices 
Acts. Thirty-six states now have such laws.^®
The original act, the Fair Practices Act, applied only to drugs 
and prevented the retail sales of medicinal articles and medicinal 
appliances, cosmetics, and toilet preparations below cost. In 1940 
an Unfair Sales Act was passed which increased the coverage. This law 
was amended in 1942, 1946, and 1952. The law was contested and the 
state Supreme Court upheld its constitutionality (Louisiana Wholesale 
Distributors Assoc., Inc., v. Rosenzweig, 1946)*
In general, the provision of the different state lawsr:are the - 
same. The prime differences being in the number of items covered and 
the determination of "cost.” The Louisiana law, as in many other 
states, applies to both wholesale and retail sales.
The major provisions of the act ares
An advertising, offer to sell, or sale of any merchan­
dise, either by retailers or wholesalers, at less than cost 
as defined by this sub-part plus any state, county, or
27
Donald E. Montgomery, "Consumer Standards and Marketing**, 
The Annals of the American Political and Social Science. (1940), pp.
141-146.
^%ieman, op. cit., p. 81
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municipal sales taxes that is then payable under any 
existing law or ordinance, with the intent or effect of 
inducing the purchase of other merchandise or of unfairly 
diverting trade from a competitor, or impairing fair 
competition and thus injuring public welfare, is unfair 
competition and contrary to public policy and the policy 
of this sub-section, where the results of such advertising 
offer or sale is to tend to deceive any purchaser or pro­
spective purchaser, or to unreasonable restrain trade, or 
to tend to create monopoly in any line of commerce*
No retailer or wholesaler shall advertise, offer to 
sell or sell at retail any item of merchandise at less 
than cost to the retailer or less than cost to the whole­
saler respectively.29
The present act defines "cost" as being the invoice or replace­
ment cost, whichever is lower, not including trade discounts, plus 
freight and cartage, if not included in invoice cost, plus a pro­
portionate part of the cost of doing business, which is to be con­
sidered six percent in the absence of proof of a lower cost. Cartage 
is not to be more than three-fourths of one percent of cost, and if 
actual cost is lower, the lower cost is to be used. The cost of 
purchases at above the known market price will not be used as cost. 
When two or more items are sold in combination, the cost of each will 
be computed separately and the total cost of all will be used as cost 
for the combination sale.
The law makes certain exceptions. It does not apply to the sale 
of merchandise sold to relief agencies or for charitable purposes nor
29R.S. 51:422-423.
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merchandise sold under contract to government institutions or 
agencies. Damaged or imperfect merchandise may be sold below cost, 
if it is advertised, marked, and sold as such. Merchandise sold at 
the direction of any court is not covered by the act.
In many ways the Unfair Sales Act and the Fair Trade Act are 
very much alike, both were passed to prevent unfair price competition, 
and to prevent the use of loss leaders. But there are two major 
differences, the Fair Trade Law is only permissive; that is, it allows 
the owner of a brand to set a minimum price if he so desires, whereas 
the Unfair Sales Law is mandatory. The Fair Trade Law applies only 
to branded merchandise, whereas the Unfair Sales Law applies to all 
merchandise; thus the Unfair Sales Law is a more direct attack on 
price cutting than the Fair Trade Law.
Price Discrimination Act
In 1950 a Price Discrimination Act was passed in Louisiana. The 
law was passed to prevent price discrimination between localities and 
is similar to the Robinson-Patman Act on the state level. The law pro­
hibits differences in prices in sales to customers of articles of like 
grade and quality, when the effect of these discriminations is to injure 
competition or to promote a monopoly. Articles may be offered at 
different prices, if these price differences can be justified by differ­
ences in: manufacturing cost; delivery cost; quantity purchased; selling 
methods and cost; and market conditions. It is possible then under this
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law for outlets in different cities to sell the same item at different 
prices. This act provides for a fine and imprisonment for violators. 
The charter of corporations violating the laws will be revoked by the 
Secretary of State.
Taxes
Taxes, whether paid by a business or individual, are not normally 
thought of as a form of regulation. In recent years, a number of 
states have passed special tax laws which may be looked upon as a form 
of regulation as well as a tax. An example is the chain store tax.
The chain store tax is a special tax levied on retail chains, thus 
increasing the chain*s cost of doing business and making it more dif­
ficult, to that extent, for them to compete on a price basis.
Chain Store Tax
The first chain store tax in Louisiana was passed in 1932. This
law was replaced by a new law in 1934* Since then the law has been
30
amended twice, in 1948 and 1950*. Since the chain store tax laws
single out one method of retailing, they have been very controversial.
The first bill of this type was introduced in .1923* but it was not
31
until four year later that such a law was passed. In 1927 Georgia,
30R.S. 47:1121-1127. 
^Kieman, og. cit., p. 64.
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Indiana, and North Carolina all passed chain store taxes. All 
three laws were later declared invalid. In the period from 1927 
to 1930, no less than 159 chain store tax bills were introduced in 
the different states; of these only 10 passed!. Of the 10, only one 
is still in effect, six were declared invalid, and three were super­
seded by later acts. Since the first bill for a state chain store 
tax was introduced in 1923, a total of 1,277 bills have been intro­
duced of which 1,217 have failed and 60 have been enacted. The last 
state to pass such a law was Utah in 1941. Although a number of 
bills have been introduced, none has passed since that date. A total 
of 28 states have imposed, at one time or another, some type of 
special chain store tax. In seven states the laws have been repealed 
or permitted to expire. They have been declared unconstitutional in 
four states, and in two states they have been rejected by popular vote.
As of January 1, 1954, chain store tax laws were in effect in 15 states.
32
A number of cities also impose a special tax on chains.
Most of the state laws provide for a {graduated tax, based on the 
number of outlets of the chains located in the state, to be paid on 
each outlet in the chain located in the state. It is in the method 
of computing the rate of tax that Louisiana* s law differs from most of 
the other state laws. The Louisiana law provides for a graduated tax 
based on the total number of outlets in the chain regardless of where
32Ibid.. p. 54
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they are located. This method of determining the rate of tax was 
challenged in the courts, and in 1939* by & four to three decision, 
the United States Supreme Court upheld the constitutionality of the 
law.
The following is the scale used to determine the rate of tax to
t
be paid by each unit of a chain located within Louisiana:
Under t his law a large national chain with over 500 outlets 
would have to pay $550 on each outlet located in the State of Loui­
siana. If such a chain had 10 outlets in the state, the total tax 
would be $5,500, whereas a chain with 10 outlets located entirely in 
the state would pay at the rate of $10 per outlet or a total of $100. 
This law places the largest tax burden on the large national and
Total Number of Stores 
Operated by the Chain
Rate Per 
Store
11 to 35 
36 to 50 
51 to 75 
75 to 100 
101 to 125 
126 to 150 
151 to 175 
176 to 200 
201 to 225 
226 to 250 
251 to 275 
276 to 200 
301 to 400 
401 to 500 
Over 500
Less than 11 $ 10.00 
15.00 
20.00 
25.00 
30.00 
50.00 
100.00 
150.00. 
200.00 
250.00 
300.00
350.00
400.00
450.00
500.00 
550.00
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regional chain* The over-all rate in Louisiana is one of the highest
33
of all states with such a tax*
An analysis of Bureau of Census data should show whether the laws 
have curbed the growth of chains and what effect, if any, the tax and 
the rate of tax laws has had on the growth of chains within the states.
In 1929 when only three states had chain store taxes, there were 
151*712 chain outlets in the United States (Table 88). There were 
1,380,607 independent outlets and 10,839 outlets of other types for a 
total of 1,543»158* By 1939 the total number of outlets had increased 
to 1,770,355* During the same period, the number of independents 
increased to 1,624,662, while chain outlets decreased to 123,195* By 
1948 the total number of outlets decreased to 1,769,540 and independents 
to 1,606,885, while chain outlets increased to 162,655* Total outlets 
increased 15 percent from 1929 to 1948, but in the last ten years, from 
1939 bo 1948, there was a decrease of less than one percent* Independ­
ents had an over-all gain of 16 percent with a decrease of one percent 
from 1939 bo 1948* Chains, on the other hand, had an over-all increase 
of only seven percent but had an increase of 32 percent from 1939 to 
1948* Since chains are made up of two or more stores, it can be assumed 
that the management of such stores will tend to be better than that of 
smaller independent stores and since chains, particularly in the food
' Table 88. Independent and Chain Outlets in the United States in 1929, 1935, 1939, and
1948 with the Percent Change from 1929 to 1948 and from 1939 to 1948.
Percent Percent
1929 1935 1939 1948 change change
__________________ 1929-1948 1939-1948
Total outlets 1,543,158 1,587,718 1,770,355 1,769,540 15 1
Independents 1,380,607 1,435,054 1,624,665 1,606,885 16 1
Chains 151,712 131,430 123,195 162,655 7 32
Other types 10,839 21,234 22,495 */ NA NA
&/ Included in Independents.
Source: United States Department of Comnerce, Bureau of the Census, Census of Business 1948.
Retail Trade. Area Statistics. Vol. Ill; United States Department of Commerce, Bureau 
of the Census. Census of Business 1940. Trade. Vol. I, Part 3j and United States
Census Bureau, Census of American Business. Retail Distribution. Vols. 4-8, 1933*
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line, tend to be limited service institutions and do not grant 
credit, it would follow that the number of failures in chains would 
not be. so large as independents during the depression years from 
193,0 to 1939* Yet during the period from 1929 to 1939* the number 
of independents was increasing, while the number of chain outlets 
was decreasing. These data would seem to indicate that the chain 
store taxes probably influenced to some extent the individual chain*s 
decision to open new outlets and the consolidating of existing small 
outlets into a fewer number of large outlets. Of course, many other 
factors entered into the decision of chains to consolidate. It appears 
that the chain store taxes did curtail the growth of chains to a 
degree in the period from 1929 to 1939*
Since 1939* the trend of the 1930*s in the relative growth of 
chains and independents has been reversed. While independents 
decreased in number, one percent, chains were increasing, 32 percent. 
This gain is even more spectacular considering the trend in large 
national and sectional chains to consolidate many of their email units. 
This relative growth indicates that since 1939 the chain store tax has 
not affected the growth of chains as much as the preceding ten years.
No doubt, inflation has been a factor here. The rate of tax in the 
different states has changed very little since 1939* while the dollar 
sales volume of all retail outlets has increased over 200 percent; 
thus, the rate of tax as a percentage of sales has been reduced.
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The actual growth of chains is shown better by the growth in 
sales volume than by the growth in outlets. Total retail sales in 
the United States increased 166 percent from 1929 to 1948 (Table 89). 
During this same period, the sales of independents were increasing 
141 percent and chain outlet sales increased 288 percent. These sales 
figures eliminate the effect of chain consolidation and indicate the 
ability of chains to compete for the consumer*s dollar. They show 
that even though the number of chain outlets have not increased as 
rapidly as independents, the increase in sales volume has been much 
faster. In the period from 1939 to 1948, chain sales increased 325 
percent and independent sales increased only 192 percent.
Although there are many factors which affected the relative
growth of chains and independents, many of which are more important
than chain store taxes, the above data indicate that to some extent
chain store taxes curtailed the growth in the number of chain outlets
during the period from 1929 to 1938, but these taxes were not able to
curtail the growth in outlets from 1939 to 1948, nor the growth in
34
total sales during the entire period from 1929 to 1948.
Some insight into the effect of the taxes on chain growth is 
possible by comparing data from states with a chain store tax with
^There is no way of knowing if this growth would have been 
faster had it not been for these laws, since state data on chains and 
independents for 1929 are not available so that a comparison of growth 
in states with and wit hout such taxes could be made.
Table 89. Independent and Chain Sales in the United States in 1929, 1935, 1939, and
1948 with Percent Change from 1929 to 1948 and from 1939 to 1948.
Percent Percent
1929 1935 1939 1948 change change
(000.000) (000.000) (000.000) (000.000) 1929-1948 1939-1948
Total sales $49,115 $32,791 $42,042 $130,521 166 210
Independents sales 38,124 24,272 31,410 91,829 141 192
Chains sales 9,965 7,653 9,106 38,691 288 325
Other type sales 1,026 1,118 1,526 */ NA NA
a/ Included in Independents.
Source: United States Department of Commerce, Bureau of the Census, Census of Business 1948.
Retail Trade. Area Statistics. Vol. HI; United States Department of Commerce, Bureau 
of the Census, Census of Business 1940. Retail Trade. Vol. I, Part 3; and United States 
Census Bureau, Census of American Business. Retail Distribution. Vols. 4-8, 1933*
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data from states not having such taxes. In this way, any effect of 
high tax rates on chain store growth can be noted. The ratio, in ■ 
1948, of chain and independent stores In states with a chain store 
tax ranged from 11.4 percent to 88.6 percent in West Virginia to 
5.5 percent to 94.5 percent in Mississippi.(Table 90). The ratio of 
chains to independents in the selected state with no chain store tax 
ranged from 10.6 percent to 89.4 percent In Washington to 5.3 percent 
to 94.7 percent in Arkansas. In Texas, which had the highest rates, 
9»3 percent of all outlets were chains. The two contiguous states of 
Arkansas and New Mexico had only 5.3 percent and 6.8 percent, respect­
ively, chain outlets. In Louisiana, which had the second highest rate, 
6.7 percent of all outlets were chain s;^ In Mississippi only 5*5 per­
cent of all outlets were members of chains. In Alabama, which had a 
lower rate than Louisiana or Mississippi, 7.4 percent of all outlets 
were chain outlets. Colorado, with a high rate, had 7.6 percent chain 
outlets; while Wyoming, with no tax, had 8.9 percent chains; and 
Montana, with a high rate, had 8.1 percent chains. North Dakota, with 
no tax, had a smaller percentage of chains than did South Dakota, with 
a tax that went as high as $150 per store. In Iowa, with a high tax, 
9.6 percent of all stores were chain outlets; while in Kansas, with no 
tax, 9.4 percent were chains. In West Virginia, with a tax up to $250
The Louisiana rates may be higher than the Texas rate in actual 
practice, since the Louisiana rate is computed on all the outlets in a 
chain wherever located. This would mean that more outlets would be taxed 
at a high rate than in Texas and all other states.
Table 90* Chain Store Tax for Selected States with Ratio of Chain and Non-Chain Outlets and Ratio
of Chain and Non-Chain Sales in 1948.a
State
Rate of Chain 
Store Tax per 
store b/
Percent of total 
outlets that are 
chains
Percent of total 
outlets that are 
independents
Percent of total 
sales made hy 
chains
Percent of 
total sales bj 
independents
Alabama $1 to $112 7.4 92.6 25.0 75.0
Arkansas No tax 5.3 94.7 18.3 81.7
Colorado o
-pCM</> 7.6 92.4 25.5 74.5
Georgia No tax 8.8 91.2 27.7 72.3
Iowa $5 to $115 9.6 90.4 24.3 75.7
Kansas No tax 9.4 90.6 24.2 75.8
Kentucky No tax 6.0 94.0 22.9 77.1
Louisiana $10 to $550 6.7 93.3 23.0 77.0
Maryland $5 to $150 9.2 90.8 29.5 70.5
Michigan $10 to $250 9.2 90.8 28.6 71.4
Mississippi $10 to $300 5.5 94.5 16.1 83.9
Montana $5 to $200 8.1 91.9 21.2 78.8
New Mexico No tax 6.8 93.2 23.4 76.6
North Carolina $65 to $200 6.8 93.2 26.9 73.1
North Dakota No tax 1.1' 92.3 17.9 82.1
South Carolina $5 to $150 7.5 92.5 25.2 74.8
South Dakota $1 to $150 8.1 91.9 21.5 78.5
Tennessee $3 por 100 sq. 
floor space
ft. 7.9 92.1 24.5 75.5
Table 90* Chain Store Tax for Selected Stakes with Ratio of Chain and Non-Chain Outlets and Ratio
of Chain and Non-Chain Sales in 1948.a (continued)
Rate of Chain Percent of total Percent of total Percent of total Percent of 
State Store Tax per outlets that are outlets that are sales made by total sales hy
store b/ chains independents chains independents
Texas $4 to $825 9.3 90.7 27.6 72.4
Washington No tax 10.6 89.4 30.6 69.4
West Virginia $2 to $250 11.4 88.6 29.6 70.4
Wisconsin No tax 7.5 92.5 26.3 73-7
Wyoming No tax 8.9 91.1 20.1 79.9
Total of United
States 9.2 90.8 29.6 70.4
a/ Includes all states with a chain store tax and selected states without a tax. An effort was made to select 
states not taxing chains that were in the same geographic region as those states with the tax.
b/ All states with a tax except Louisiana, Mississippi, North Carolina, and Tennessee have a graduated tax 
based on the number of outlets in the chain in the state.. In Louisiana, Mississippi, and South Carolina 
the tax is based on total number of outlets in or out of the state but collected only on outlets in the 
states. * *
Source- Gladys M. Kieman, Retailers Manual of Taxes and Regulations. Twelfth Edition (New York: Institute of
Distribution, 1954)# and compiled from data taken from United States CRnsus of Business. 1948. Vol. II, 
Retail Trade-General Statistics.
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per store, 11*4 percent of all stores were chain outlets; and in 
Kentucky, which had no tax, only 6.0 percent were chains. These 
data indicate that chain store taxes, or the rate of these taxes 
in the states in which they exist, have little or no effect on the 
ratio of chains to independents in the different states.
The same conclusion is reached from an analysis of the sales by 
chains in the different states. The ratio of chain sales to independ­
ent sales in states with a chain store tax ranged from 29.6 percent to 
70.4 percent in West Virginia to 16.1 percent to 83.9 percent in 
Mississippi. In the selected states with no tax, the ratio ranged 
from 30.6 percent to 69.4 percent in Washington to 17.9 percent to 
32.1 percent in North Dakota. In Louisiana, with a high tax, chains 
accounted for 23*0 percent of all sales. In Alabama, with an average 
tax, chains accounted for 25.0 percent of all sales and in Georgia, 
with no tax, 27.7 percent. In North Dakota, with no tax, chains made 
17*9 percent of all sales, while in South Dakota, with a tax, 21.5 
percent. These data substantiate the statement that the rate of tax 
has little to do with chain activity within a state.
Labor Laws
There are a number of federal labor laws that Apply to all 
workers, including persons employed in retailing. Besides these 
federal laws, the State of Louisiana has passed labor laws, most of
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which apply to employment in general, but some apply specifically 
to retail employment. In this section, the most important of these 
state laws are discussed, with emphasis on the provisions of the laws 
which apply specifically to retailing.
Employment of Women in Retail Outlets
The first act regulating the employment of women in Louisiana
was passed in 1908. Since then, the law has been changed and amended
36
a number of times. This act provides that women over the age of 18 
employed in retail establishments shall not work more than eight hours 
daily and six days per week for a maximum work week of 48 hours. Night 
work is not restricted. In establishments,With three or more employees, 
a one-half hour lunch period is required unless the work day is reduced 
to 6 l/2 hours. This act does not apply to supervisory employees with 
the power to hire and fire employees working under her supervision, or 
to employees working in retail establishments located in cities with 
less than 6,000 population.
Employment of Persons Under 18 in Retail Outlets
Louisiana has regulated the employment of minors since 1908. The 
present law regulating'the employment of minors under the age of 18 was
36r.s. 23:291-367.
37passed in 1950* The act prohibits a retail establishment from 
employing any persons under the age of 14* The maximum number of 
hours a minor under 18 may work is eight, and he may not work more 
than 44 hours in a six-day work week. Night work, between the hours 
of 6 p.m. to 7 a.m. for all employees under 16, and between the hours 
of 7 p.m. and 6 p.m. for 16-to 18-year old girls and between the 
hours of 10 p.m. and 6 a.m. for 16- to 18-year old boys, is prohibited 
When school is in session, a minor under 16 may not work more than 
three hours daily. If minors work for more than five hours, one-hour 
meal period must be allowed unless two-thirds of the employees desire 
to reduce this to a one-half hour period. All minors under the age of 
18 must obtain an employment certificate before being employed by a 
retail establishment.
Unemployment Compensation
The first unemployment compensation act was passed in 1936 and
38
has been amended a number of times since. Under the provisions of 
this act, any retailer who is subject to the Federal Unemployment Tax 1 
Act or who employs four or more employees in each of 20 weeks within 
either the current or preceding calendar year is subject to its
37R.'S. 23*151-247. 
38R.S. 23:1471-1713
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provisions. Retailers subject to the provisions of the law must 
pay a tax to the State Qnployment Security Administration Fund. The 
rate of this tax is set by the administrator of the fund and is deter­
mined by a special formula based on the ratio of reserves to payrolls. 
An employer builds up an experience-rating record based on the ratio 
of paymert. s into the fund and benefit payments from th e fund to past 
employees. This experience-rating record is used in the formula to 
determine the rate of tax.
Unemployed persons receive a minimum of $5 and a maximum of $25, 
the exact amount to be one-twentieth of his highest quarter wage. The 
maximum duration of such payments is to be the lower of twenty times 
the weekly benefits and one-third of base period wages. The "base 
period11 is the first four of the last five complete calendar quarters 
immediately preceding the first day of an individual’s benefit year.
Summary
The federal government and the individual states have regulated 
trade and commerce through the years. The state and federal regula­
tion of retailing in Louisiana has been accomplished by laws taking 
five forms. These are: (l) regulation of advertising, labeling, and
packaging; (2) licensing and restrictions and the sale of particular 
commodities; (3) price and competition regulation; (4) taxes; and (5)
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labor laws. The first law regulating advertising in Louisiana was 
passed in 1914* Since then a number of other laws applying to 
advertising have been passed. Louisiana has not been as diligent 
in regulating advertising, particularly the use of 'premiums and 
samples, as most other states.
All states require retailers to purchase a general retail 
license. The general retail license required by Louisiana retailers 
is higher than similar license in all other states. The rate of this 
license is based on annual sales and ranges "from $5 to $6,000.
The regulation of price and competition on the retail level in 
Louisiana has been undertaken through the state’s Fair Trade Law 
passed in 1936 and the state’s Unfair Sales Law passed in 1936. The 
Fair Trade Law allows the owner of branded merchandise to set a maximum 
and minimum retail price. The Unfair Sales Law applies to all merchan­
dise and prevents the sale below cost plus a six percent markup. These 
laws have been very controversial and have been tested in the courts a 
number of times.
In an effort to regulate the growth of chains in the state, Loui­
siana has a special Chain Store Tax Law. This law provides for a 
graduated tax based on the total number of units in the chain regard­
less of where located and paid on each unit located in the state.. The 
rate per unit ranges from $10 to $550. In recent years Louisiana has 
passed several laws regulating the employment of women and children by 
retail establishments.
CHAPTER IX
SUMMARY AND CONCLUSIONS
The preceding chapters presented data showing some of the major 
changes in Louisiana retail trade during the past twenty-five years. 
Three broad phases were covered: Trends in the actual number of
retail stores and sales volume and other numerical data; the regula­
tion of Louisiana retail trade; and the growth and development of 
secondary shopping centers and other changes in the structural pattern 
of the retail trade of the state.
Since a retail institution is a service institution, its success 
or failure depends on the owner*s or manager*s ability to satisfy the 
demands of the consuming public. As contrasted to most other forms 
of economic endeavor, the typical retail institution is small. While 
the success or failure of the individual retail outlet depends on the 
manager*s ability to solve internal problems, the rise or fall of a 
particular type or class of outlet depends to a large extent on 
external factors. Thus, changes in the retail structure of a nation 
or state are caused by both internal and external factors.
Some of the internal factors upon which the success or failure 
of an individual outlet depends are as follows: experience of the
owner or manager; amount of capital; the ability of the retailer to 
keep pace with changing social and economic conditions; credit policies
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and practices; and the financial standing of the retail outlet.
External factors may be divided into two groups: First, factors
which affect consumption and in turn affect retail sales; and second, 
patronage motives— those factors which determine just where or from 
whom retail purchases will be made.
Same of the more important factors affecting consumption are: 
total wealth and its distribution; income and its distribution; the 
population structure; the business cycle; employment of women; habit 
and custom; the fashion cycle; and consumers* psychological attitudes.
The more important patronage motives of ultimate consumers are: 
reputation of the retailer; convenience of location; breadth of assort­
ment of merchandise offered; price; services offered; belief in a 
certain channel of distribution; and store hours.
The changes that have taken place in the Louisiana retail trade 
during the past twenty-five years have been caused by the interaction 
of all the above factors. The assigning of definite causes to specific 
trends is impossible.
The more salient phenomena'and trends presented in the preceding 
chapters may be summarized as follows:
1. The number of retail outlets in the state increased 32 percent 
during the period from 1929 to 1948. Although there was an over-all 
gain in the number of outlets for the entire period, the number dropped 
slightly in 1933 from 1929* A gradual growth was made each census year 
after 1933* The increase in the number of outlets in Louisiana was 
larger than the increase for the entire nation.
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2* Retail sales in 1948 were over three and one-half times 
as large as in 1929 and about six times as large as 1933* The gain 
in sales in Louisiana was much larger than the gain for the entire 
nation, or for the southeast and southwest. Deflated sales increased 
125 percent from 1929 to 1948, indicating that the growth in sales 
volume was due only in part to the effect of inflation.
3. The almost fourfold rise in dollar sales volume was accomplish­
ed with only a twofold increase in retail employees. Payrolls,on the 
other hand, increased at about the same rate as sales. The relatively 
small growth in the number of employees as compared to the large gain 
in payrolls indicates that the average income per employee rose during 
the period. Even though payrolls increased, the percentage of sales 
expended on payrolls was almost cut in half. The deflated average 
income per employee indicates that the real wages of retail employees 
rose about 25 percent during the period. The dollar wage of retail 
employees was below that of persons employed in manufacturing.
4* The typical retail outlet in 1948 was somewhat larger than in 
1929. The increase in size was indicated by an Increase of 172 percent 
in average sales per outlet and a rise from 2.2 to 3»3 in the average 
number of employees per outlet.
5. The growth in retail outlets was somewhat faster than growth 
in population. In 1929 there was one retail outlet for every 92 persons 
in the state, while in 1948 there was one retail outlet for every 87 
persons. Per capita retail sales rose 190 percent from $224 in 1929 to
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$649 in 1948.
6. The growth in physical volume of trade along with the 
smaller percentage increase in the number of employees shows that 
the productivity of retail employees increased during the period.
7. The Food Group and Eating and Drinking Places Group 
accounted for over half of all the retail outlets in all the census 
years. In 1929 these two groups accounted for only 21 percent of 
all sales and 30 percent in 1948.
8. The Importance of the General Store in Louisiana decreased 
greatly in the period from 1929 to 1948, however, this can be 
explained in part by changes in the Bureau of Census classifications. 
In 1929 there were 3>140 general stores in the state, and in 1948 
there were only 849* Even though there was a large drop in the 
number of general stores, sales increased 38 percent during the 
period. Physical volume, as indicated by deflated sales, however, 
dropped 13 percent.
9. The Food, Automotive, and General Merchandise Groups con­
sistently attained a larger proportion of total retAil sales than 
any of the other trade groups. All thirteen groups showed increases 
in sales from 1929 to 1948. These gains ranged from 38 percent in 
the General Stores Group to 650 percent in the Eating and Drinking 
Places Group. All but one of the groups showed a drop in sales in 
1933 from 1929. The General Stores Group showed a slight gain in 
sales in 1933* The Furniture, Furnishings, and Appliance Group and
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the Lumber, Building, and Hardware Group showed the greatest drop 
in sales during the depression years, but both had large increases 
in sales during the period from 1939 to 1948•
10* In the two most important measures— total outlets and 
sales— four types of retail outlets dominated the retail trade of 
the state from 1929 to 1948. Grocery stores were first in nunfoer of 
outlets each census year and were second in sales in 1929 and first 
in 1948. Combination new and used motor-vehide dealers were fifth 
in outlets and first in sales in 1948. Gasoline service stations 
were second in total outlets and fourth in sales in 1929, and second 
in outlets and fifth in sales in 1948. Department stores made up a 
very small percentage of the total outlets of the state, yet they 
stood third in sales in 1929 and 1948.
In general, specialty outlets selling apparel and appliances 
made large gains in both sales and outlets. There ware several 
exceptions to this general statement. Shoe stores, custom tailors, 
and millinery stores showed a decline in number and little or no gain 
in sales. Specialty outlets selling food and food products showed a 
decline in outlets and little gain in sales.
All 26 of the most important types of retail outlets in the 
state showed a decline in dollar sales in 1933 from 1929, however, 
deflated sales indicated that grocery outlets, variety good outlets, 
women’s ready-to-wear specialty stores, household appliance stores 
gasoline service stations did not experience a drpp in physical volume
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in 1933 from 1929. With the exception of luggage stores and antique 
shops, the indiyidual outlets within the different types of outlets 
grew in size from 1929 to 1948, as indicated.by an increase in the 
deflated average sales per store and in the average number of paid 
employees per store.
11. The trend towards an urban population caused many changes 
in the retail structure of the state. In 1929 about 40 percent of 
all the retail outlets in the state were located in the three major 
cities. The retail outlets in these cities attained about half the 
total sales of the state. By 1948 there were seven major cities with 
44 percent of all the outlets and 62 percent of all sales. The gain 
in outlets in New Orleans was not as rapid as the Btate as a whole, 
whereas the other cities had gains far in excess of the total state 
gain. A study of two of the cities of the state— Shreveport and Baton 
Rouge--indicates that most of the retail growth of the cities took 
place outside the central shopping area. Many of the outlets located 
outside the central shopping area were grouped into secondary shopping 
centers.
12. Although the typical retail outlet in Louisiana in I929 and
1948 was small, large stores accounted for the bulk of the retail sale
of the state in 1948. Over 40 percent of the outlets had sales of less
than $20,000, yet they accounted for less than seven percent of the
sales. Less than three percent of the stores had annual sales exceed-
\
ing $300,000, yet they made more than one-third of all sales.
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13. About seven percent of all outlets in the state were 
part of a chain. On the average, chain units had a larger sales 
volume per unit, more employees, and higher average salaries than 
did single unit outlets. Since the ratio of chain units to non­
chain unit3 in 1948 was higher in Louisiana than in many other 
states, which have no special chain store taxes, there is no reason 
to believe that the high chain store tax in Louisiana has curtailed 
the growth of chains within the state.
14. In 1948 almost half of the retail outlets of the state had 
no paid employees, yet these outlets with no paid employees made less 
than 10 percent of all sales. Average income per employee was higher 
in outlets with the largest number of employees.
15. In 1948 approximately eight out of every ten retail outlets 
in the state were proprietorships. On the average, these proprietor­
ships had a smaller sales volume, fewer employees, and lower average 
salaries per employee than did partnership and corporations.
16. Louisiana has regulated trade and commerce from the time
of the French reign in the eighteenth century, but in the past twenty- 
five years a number of state laws have been passed which specifically 
apply to retailing. The most Important of these laws are: the Fair
Trade Law, which permits price agreements between the sellers of 
branded merchandise and retailers; the Unfair Sales Law, which prohibits 
retailers from selling goods below cost; the State Chain Store Tax Law, 
which is a special tax imposed on chain units and is one of the highest 
in the nation; the False Advertising Law; and laws regulating the 
employment of women and children.
SELECTED BIBLIOGRAPHY
BOOKS
Burton, Hal. The City Fighta Back. New York: The Citadel Press, 
1954. Pp. II + 318.
Converse, Paul D., Huegy, Harvey W., and Mitchell, Robert V. The 
Elements of Marketing. Fifth Edition. New York: Prentice-
Hall, Inc., 1952. Pp. xvi + 968.
Kieman, Gladys M. Retailers Manual of Taxes and Regulation.
Twelfth Edition. New York: Institute of Distribution, Inc.,
1954. Pp. v + 340.
Koontz, Harold D. Government Control of Business. New York: 
Houghton Mifflin Company, 1941. Pp. xiv + 937.
Maynard, Harold H., Beckman, Theodore N», and Davidson, William R. 
Principles of Marketing. Fifth Edition. New York: The Ronald 
Press Company, 1952. Pp.- xii + 792.
Mund, Vernon A. Government and Business. New York: Harper and
Brothers, 1950. Pp. x + *>59.
Surry, N. M. M. The Commerce of Louisiana During the French Regime. 
1699-1763. New York: Columbia University, 1916. Pp. 4757
Van Cleef, Eugene. Trade Centers and Trade Routes. New York: D.
Appleton-Century Company, 1937. Pp. xvi + 307.
GOVERNMENT PUBLICATIONS
United States Bureau of the Census. Seventeenth Census of the United 
States: Census of Population: 1950 Vol. II, Characterlstics of 
the Population. Part 18, Louisiana. Washington, D. C.: U. S. 
Government Printing Office, 1952. Pp. xxxi * 248.
294
United States Bureau of the Census* United States Census of 
Business 1948* Vol. I, Retail Trade— General Statistics. 
Part 1, Washington, D. C.: U. S. Government Printing
Office, 1952. Pp. vii + 25.53.
___________ • United States Census of Business 1948. Voli II,
Retail Trade— General Statistics. Part 2, Washington, D. C.: 
U. S. Government Printing Office, 1952. Pp. vii + 25.53.
___________ • United States Census of Business 1948. Vol. Ill,
Retail Trade— Area Statistics. Washington, D. C.: U. S.
Government Printing Office, 1952. Pp. xvi + 51.34.
___________ • Sixteenth Census of the United States: 1940.
Census of Business. Vol. I, Retail Trade: 1939. Part 1,
United States Summary. Washington, D. C.: U. S. Government
Printing Office, 1943* Pp. xvii + 879.
___________• Sixteenth Census of the United States: 1940.
Census of Business. Vol. I, Retail Trade: 1939. Part 2,
Commodity Sales and Analysis by Sales Size. Washington, D.
C.: U. S. Government Printing Office, 1942. Pp. viii + 923.
___________• Sixteenth Census of the United States: 1940.
Census of Business. Vol. I, Retail Trade: 1939. Part 3*
Kinds of Business, by Areas. States. Counties, and Cities. 
Washington, D. C.: U. S. Government Printing Office, 1941»
Pp. vi + 854.
___________• Census of Business: 1935. Retail Distribution.
Vol. I, United States Sumnary. Washington, D. C.: U. S.
Government Printing Office, 1937. Pp. ii + 4 - 17.
___________• Census of Business: 1935. Retail Distribution.
Vol. n, County and City Stannaries. Washington, D. C.:
U. S. Government Printing Office, 1936. Pp. ii + 234*
__________ • Census of Business: 1935. Retail Distribution.
Vol. HI, Kinds of Business. Washington, D. C.: U. S.
Government Printing Office, 1936. Pp. ii + 281.
__________ . Census of Business: 1935. Retail Distribution.
Vol. IV, Types of Operation. Washington, D. C.: U. S. 
Government Printing Office, 1937. Pp. ii + 170.
295
United States Bureau of the Census. Census of Business: 1935.
Retail Distribution. Vol. V, Bnplgyment and Pay Roll. 
Washington, D. C.: U. S. Government Printing Office, 1937.
Pp. ii + 211.
___________ • Census of American Business: 1933. Retail Dis­
tribution. Vol. II, State Summaries. Washington, D. C.:
U. S. Government Printing Office, 1935. Pp. vi + 209.
___________ . Census of American Business: 1933. Retail Dis­
tribution. Vol. Ill, County and City Summaries. Washington,
D. C.: U. S. Government Printing Office, 1935. Pp. vi + 130.
___________ • Census of American Business: 1933. Retail Dis­
tribution. Vol. VI, Stores and Sales by Size of Business. 
Washington,. D. C.: U. S. Government Printing Office, 1935.
Pp. vi + 198.
___________ • Fifteenth Census of United States: 1930. Distribu­
tion. Vol. I, Retail Distribution. Part II, Report by States. 
Alabama— New Hampshire. Washington, D. C.: U. S. Government
Printing Office, 1934. Pp. ix + 1617.
___________ • Statistical Abstract of the United States: 1954.
Washington, D. C.: U. S. Government Printing Office, 1954*
Pp. xiii + 1056.
United States Department of Commerce. Regional Trends in the United 
States Economy. Washington, D. C.: U. S. Government Printing
Office, 1951. Pp. vi + 121.
___________ • Business Statistics: 1951. Washington, D. C.: U. •
S. Government Printing Office, 1951. Pp. ii + 309.
___________ • Survey of Current Business: 1942 Supplement. Wash­
ington, D. C.: U. S. Government Printing Office, 1942. Pp. ii +
271.
JOURNALS
Montgomery, Donald E. "Consumer Standards and Marketing," The Annals 
of the American Academy of Political and Social Science (May, 
19ft057 Pp. 141-149.
296
Philips, Charles F. "Some Studies Needed in Marketing," The 
Journal of Marketing. V (July, 1940), 16-25.
• "Major Areas for Marketing Research," The Journal 
of Marketing. XI (July, 1946), 21-26.
NEWSPAPERS
Baton Rouge Gazette. Baton Rouge, Louisiana. January 19, 1833* 
Daily Crescent. New Orleans, Louisiana, March 31* 1846.
Daily Picayune. New Orleans, Louisiana, January 14* 1841*
State Tinas. Baton Rouge, Louisiana, June 2, 1954*
Women* s Wear Daily. New York, New York, December 28, 1953*
MISCELLANEOUS
Bunt *s Merchant Magazine and Commercial Review. "Tax on New Orleans 
Merchants," Vol. V (18a), Pp. 466-46V.
Louisiana Revised Statutes of 1950. Vols. 3, 4* and 5. West Pub­
lishing Cootpany. 1950.
Smith, T. Lynn. P a m  Trade Centers in Louisiana 1901 to 1931.
Louisiana Bulletin No. 234. Baton Rouge: Louisiana State Univer­
sity, 1933. pp. 56.
APPENDIX A
The following procedure was used by the Bureau of the Census in 
classifying retail outlets:
Each retail store was assigned a kind-of-business classification 
for purposes of preparing sumnary totals by kinds of business. In 
general, the kind-of-business classification assigned was based on the 
analysis which each store reported of its total sales by lines of mer­
chandise. This permitted classification of the report for the entire 
store into a single kind-of-business category based on thB proportion 
of total sales accounted for by each of the individual lines reported. 
For some kinds of business, however, such ssdrug stores, department 
stores, and variety stores, usual trade designation, rather than the 
predominant merchandise lines, determine classification.
It should be observed that kind-of-business classifications are not 
interchangeable with merchandise-line classifications. Food stores, for 
instance, sell more than food, and food also is sold in other kinds of 
stores, including department and variety stores. Likewise, apparel, 
furniture, and drugs are sold in many stores not classified as apparel, 
furniture, or drug stores.
The kinds of business defined below are arranged by groups, with 
special attention given to principal kinds of business within each group. 
Significant changes in definition since the 1939 Census of Business are 
noted.
Food Group
The Food Group includes retail establishments primarily engaged i n . 
selling food for home preparation and consumption. Establishments 
primarily engaged in selling prepared food and drinks for consumption on 
the premises, such as eating and drinking places, are included in classi­
fications under those names, and stores primarily engaged in selling 
packaged beers and liquors are classified separately as "Liquor stores."
Grocery stores (with or without fresh meat). These stores are pri­
marily. engaged in selling at retail all types of canned or frosen foods, 
such as soups, vegetables, and fruits, in addition to dry groceries,
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either packaged or in bulk, such as tea, coffee, cocoa, drivxii fruits, 
spices, sugar, flour, and crackers. They nay also carry smoked and 
prepared neats, and fresh fish and poultry in limit ed quantities. If 
they sell the above lines in combination with fresh meat (frozen or 
unfrozen), they are classified as ”Grocexy stores, with fresh meat.”
If they do not sell meat, they are classified as ”Grocery stores, with­
out fresh meat.”
Bakery products stores. These stores are single-unit retail estab­
lishments primarily engaged in selling bakery products, such as bread, 
cake, or pies, whether or not the products are produced on the premises. 
In addition, bakery product stores of multiunit bakeries, with no baking 
on the premises, are included. Bakery product stores of multiunit 
bakeries, with baking on the premises, are out of scope of the Business 
Census. Caterers, included with bakeries in the 1939 Census, are now 
included with restaurants. In the 1939 Census, this classification in­
cluded all bakery products stores not baking on the premises, and , in
addition, those bakery products stores with baking on the premises, for 
which 1939 sales were less than $5,000.
Other classifications. The Food Group also includes Meat markets; 
Fish (sea food) markets; Fruit stores, vegetable markets; Candy, nut, 
confectionery stores; Dairy products stores; Milk dealers (primarily 
engaged in the route distribution of bottled milk and creams to house­
hold consumers); Egg, poultry dealers; and Delicatessen stores. These 
stores handle food lines primarily limited to merchandise indicated by 
the classification, except in the case of Delicatessen stores. These 
latter generally handle a wide range of products including various cooked 
foods ready for consumption in the home without further preparation and
they may also serve meals. ”0ther food stores” are stores primarily
engaged in selling specialized foods, such as coffee, tea, spices, and 
health foods. The classification also includes house-to-house coffee and 
tea distributors.
Eating and Drinking Places
This group includes establishments selling prepared foods and drinkB 
for consumption on the premises. Establishments primarily engaged in sell­
ing complete meals and having full table service facilities, and caterers 
whose primary source of revenue is from preparation of food, and serving 
of that food elsewhere, are included in the classification ‘'Restaurants, 
cafeterias, lunchrooms.” 'Eating places, specializing in limited lines of
299
refreshments such as fruit juices, soft drinks or in "short-order" 
meals but not having full table service facilities are included in 
the category "Lunch counters, refreshment stands." Establishments 
primarily engaged in selling drinks such as beer, ale, wine, and 
other alcoholic beverages for consumption on the premises are class­
ified as "Drinking places."
General Merchandise Group, General Stores
This group includes stores selling a combination of the follow­
ing merchandise lines: dry goods, apparel and accessories, furniture 
and home furnishings,' small wares, hardware, and food. Mail-order 
houses in the general merchandise field are included, but not as a 
separate kind of business.
Department stores. Department stores are retail stores carrying 
a general line of apparel, such as suits, coats, dresses, and furnish­
ings, home furnishings, such as furniture, floor coverings, curtains, 
draperies, linen, major household appliances, and housewares such as 
table and kitchen appliances, dishes, and utensils. These and other 
merchandise lines are normally arranged in separate sections or depart­
ments with the accounting on a departmentalized basis. Departments and 
functions are integrated under a single management. Establishments in­
cluded in this classification must normally employ 25 or more persons.
In the 1939 Census of Business, the size criteria for the classi­
fication was 1939 sales of $100,000 or more, instead of number of 
employees.
Variety stores-, these stores carry a variety of merchandise in the 
low and popular price range, such as stationery, gift items, women*a 
accessories, toilet articles, light hardware, toys, housewares, confec­
tionery, etc. Sales are usually on a cash-and-carry basis, with the open 
selling method of display and customer selection of merchandise. They are 
frequently known as "5 and 10 cent" stores and "5 cents to a dollar" stores.
Other classifications. The classifications are (a) Dry goods, general 
merchandise stores which sell piece goods and/or a combination of men*s 
and women*s apparel, dry goods, hardware, housewares or home furnishings 
and other lines in limited quantities and (b) general stores, usually 
located in rural conmunities and selling a general line of merchandise of 
which the most important line is food, and the more Important sudsidiary 
lines are notions, apparel, farm supplies and gasoline.
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Apparel Group
This group Includes stores primarily engaged in selling clothing, 
shoes, hats, underwear, and related articles for personal wear and 
adornment*
Men*s. boys* clothing, furnishings stores. Men’s, boys’ clothing 
stores are primarily engaged in selling men’s and boys* overcoats, top­
coats, suits, and work clothing. Men’s and boys* furnishings stores 
specialize in the sale of men's and boys* shirts, hats, underwear, 
hosiery, gloves, and other furnishings.
Shoe stores. Shoe stores include Men’s shoe stores; Women's shoe 
stores; Family shoe stores; and Children’s, Juveniles* shoe stores.
Family shoe stores are primarily engaged In selling footwear for men, 
women, children and Infants without specializing in any one line. The 
other classifications specialize in the line indicated by the title.
Family clothing stores. These stores are primarily engaged in sell­
ing clothing, furnishings and accessories for men, women, and children, 
without specializing in any one line.
Women’s ready-to-wear stores. These are primarily engaged in sell­
ing women’s coats, suits, and dresses or specializing in any one of these 
lines.
Other classifications. Of the remaining classifications in the 
apparel group, Millinery stores; Hosiery stores; Corset, lingerie stores; 
and Apparel accessory, specialty stores are primarily engaged in selling 
women’s apparel accessories and specialties, the first three specializing 
in the merchandise line indicated by the title, and the fourth specializing 
in such lines as blouses, knit goods, gloves, handbags, and costume 
Jewelry. Custom tailors are stores primarily engaged in making and selling 
men’s and women’s clothing, except fur apparel, to individual order, from 
stocks of material carried on their, shelves. Furriers and fur shops, and 
Children’s and Infants* wear stores are other classifications in this group. 
"Other apparel stores" are primarily engaged in selling specialized lines • 
of apparel and accessories not elsewhere classified, such as raincoats, 
bathing suits, and riding apparel.
Furniture, Furnishings, Appliance Group
«
This group includes stores selling goods used for furnishing the 
home, such as furniture, floor coverings, draperies, gLass and chinaware,
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domestic stoves, refrigerators, and other household electrical and gas 
appliances*
Furniture stores. These stores are primarily engaged in selling 
household furniture* They may also sell heme furnishings, major appli­
ances, and floor coverings*
Home furnishing stores. These stores include Floor covering 
stores; Drapery, curtain, upholstery stores; and China, glassware, metal­
ware stores, all of which specialize In the merchandise indicated, and 
Antique stores. The classification “Other home furnishings stores" in­
cludes stores specializing In the sale of merchandise such as pictures, 
frames, lamps and shades, awnings, window shades, flags, and banners*
Household appliance stores, radio stores* Household appliance 
stores are primarily engaged in selling domestic refrigerators, stoves 
and other household appliances such as electric irons, percolators, aid 
vacuum cleaners* They also frequently sell a substantial line of radios 
and television sets* Radio stores specialize in radio and television 
sets*
Automotive Group
This group Includes dealers selling new and used automobiles, new 
parts and accessories, aircraft, motorboats, motorcycles, and automobile 
trailers* Establishments primarily selling trucks and motorized indus­
trial equipaent are, for Census purposes, classified as wholesale estab­
lishments*
Motor vehicle dealers. These establishments include Motor vehicle 
(new and. used) dealers, and Motor vehicle (used) dealers* The fozmer 
classification covers establishments primarily engaged in selling new 
automobiles, or new and used automobiles and trucks. Establishments, 
doing considerable repair and service work, having an active franchise 
for the sale of new cars, arq also included, even though the principal 
source of receipts may-be from -repAirs and other services* Motor vehicle 
(used) dealers are primarily engaged in selling used cars and trucks and 
make no sales of new cars.
Tire, battery, accessory dealers* These establishments are primarily 
engaged in selling new automobile tires, tubes, batteries, automobile seat 
covers, and other automobile parts and accessories*
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Other classifications. Motorcycle dealers are primarily engaged 
in selling new and used motorcycles, parts, and supplies; Aircraft 
dealers specialize in aircraft and parts for private use; and Boat dealers 
are primarily engaged in selling motorboats, yachts, and other water craft, 
and parts and accessories. "Other automotive dealers" specialize in new 
and used passenger automobile trailers and related automotive products.
Gasoline Service Stations
Gasoline service stations include establishments primarily engaged in 
selling gasoline and other automotive petroleum products. Business places 
called "Garages" but deriving the larger part of receipts from gasoline 
and oil sales are included. Gasoline service stations also sell tires and 
tubes, other automobile accessories, and sometimes lunches, candy, tobacco, 
and groceries.
Lumber, Building, Hardware Group
This group Includes establishments selling lumber, building materials, 
and basic lines of hardware, such as tools, builders* hardware, paint and 
glass, electrical supplies, roofing materials, and other equipment and 
supplies for home construction. The group also includes farm equipment 
dealers. Establishments in this group sell to contractors as well as to the 
general public.
Lumber yards and building materials dealers. Lumber yards are establish­
ments primarily engaged in selling rough or dressed lumber, wood shingles, 
interior woodwork, moulding, doors, sash, frames, and other millwork, while 
Building materials dealers specialize in selling building materials other 
than lumber and millwork, such as brick and tile, cement, sand and gravel, 
lime and plaster, composition wallboard, and roofing materials. Sales are 
made locally, primarily to home owners, farmers, and special trade contractors. 
Establishments with sales primarily to builders and general contractors are 
classified in wholesale trade.
Plumbing, paint, electrical supply stores. This group covers Paint, 
glass, and wallpaper stores; Heating and plumbing equipment dealers; and 
Electrical supply stores, selling the merchandise indicated. Special trade 
contractors, such as electrical contractors and heating and plumbing equip­
ment contractors whose receipts for installation and for services and
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repairs are greater than receipts from sales of merchandise are outside 
the scope of the Business Census*
Hardware stores. Hardware stores are establishments primarily’ en­
gaged in selling a number of basic hardware lines such as tools, builders* 
hardware, and paint and glass, housewares and household appliances, cut­
lery, and roofing materials.
Farm equipment dealers. Farm equipment dealers are primarily en­
gaged in selling farm tractors, reapers, mowers, plows, wagons, and 
related farm equipment.
Drug and Proprietary Stores
These stores are classified on the basis of their usual trade design­
ation rather than the merchandise lines handled. They sell prescriptions, 
drugs or proprietary medicines in combination with lines such as cosmetics, 
toiletries, tobacco, magazines and books, and novelty merchandise. In some 
States packaged wines and liquors constitute an important part of sales.
Drug stores. These are stores engaged in selling prescription drugs 
only or in any combination with such lines of merchandise as proprietary 
medicines, cosmetics, toiletries, tobacco, candy, liquor and novelty mer­
chandise. Prescription sales are required.
Proprietary stores. These are stores engaged in selling drugs and 
medicines in any combination with such lines as cosmetics, toiletries, 
tobacco, candy, liquor, and novelty merchandise. No prescription drugs are 
sold.
Liquor Stores
Liquor stores specialize in the sale of packaged alcoholic beverages 
such as whiskqy, gin, beer, wine, and liquors for oonsunption off the 
premises. Liquor stores operated by States, counties, and municipalities 
are included.
Second-Hand Stores
This group includes stores primarily engaged in selling used merchan­
dise. The classifications are Furniture stores; Tire, battexy, accessory
30U
dealers; Clothing, shoe stores; Book stores; Pawn shops; and Other 
second-hand stores. Pawn shops and pawn brokers are included in the 
classification ’’Pawn shops” regardless of principal source of receipts. 
•’Other second-hand stores” are stores primarily engaged in selling 
second-hand merchandise not classified elsewhere, such as second-hand 
office furniture and supplies; second-hand musical instruments, phono­
graphs, and records; and used store fixtures and equipment.
Other Retail Stores
This group consists of establishments specializing in the merchan­
dise indicated by the following classification titles.
Fuel dealers: Ice dealers. Establishments in this group are ’’Fuel
dealers, except fuel oil,” primarily engaged in selling, at retail, coal 
and wood, or a combination of the lines of coai, wood, bottled gas, fuel 
oil and ice; ’’Fuel oil dealers,” primarily qngaged in selling fuel oil 
at retail; and ”Ice dealers,” specializing in selling ice at retail.
Stores primarily engaged in selling, fuel-oil burners or installing and 
servicing fuel-oil burners are not included.
Hay, grain, feed stores: Other farm, garden supply stores. Hay,
grain, feed stores are stores primarily engaged in selling, at retail, 
hay, grain, and feed. They often sell substantial amounts of groceries 
and fertilizer. Farm, garden supply stores are primarily engaged in sell­
ing, at retail, seeds, bulbs, and nursery stock, and other farm, lawn, and 
garden supplies and tools. Greenhouses and nurseries are not within scope 
of the Business Census.
Jewelry stores. These stores are primarily engaged:in selling jewelry, 
such as diamonds and other precious stones mounted in precious metals; rings, 
bracelets, and brooches; sterling and plated silverware; watches and clocks, 
etc. Establishments primarily engaged in watch and jewelry repair are in­
cluded in the Business Census with Service Trades.
Stationery stores. These are stores primarily engaged in selling 
stationery such as paper and paper products (including printing and engrav­
ing), writing supplies, accounting and legal foras, school supplies, post 
cards and novelties to the ultimate user for either personal or business
U86.
Office, store machine and equipment dealers. These are dealers pri­
marily engaged in selling typewriters at retail. They frequently sell other
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office machines and equipment in limited quantities* Dealers primarily 
engaged in selling office machines and equipment other than typewriters 
are classified in Wholesale Trade*
Other classifications. Other classifications under the general 
group ''Other Retail Stores" are Book stores? Sporting goods stores; 
Bicycle stores; Florists; Cigar stores and stands; News dealers; news­
stands; Gift novelty, souvenir stores; Music stores; Luggage, leather 
goods stores; Optical goods stores; Camera, photographic supply stores; 
All other retail stores.
APPENDIX B
Figure 1. Special Licenses Required of Louisiana Retailers*
Type of License Rate
1. General retail 1. From $5 to $6,000 depending on sales:
merchandising—  
which includes If gross sales are;
retailing soft
drinks, restau­ As much as But less Annual license
rants, operators than shall be
of vending ma­
chines, and $ 0 $ 5,000 $ 5
retailing cigar­
ettes *5/
5,000 10,000 10
10,000 15,000 15
15,000 20,000 20
20,000 25,000 25
25,000 30,000 30
30,000 40,000 35
40,000 50,000 50
50,000 75,000 60
75,000 100,000 90
100,000 150,000 120
150,000 200,000 180
200,000 250,000 250
250,000 300,000 300
300,000 400,000 360
400,000 500,000 500
500,000 600,000 650
600,000 750,000 800
750,000 1,000,000 900
1,000,000 1,500,000 1,200
1,500,000 2,000,000 1,800
2,000,000 2,500,000 2,400
2,500,000 3,000,000 3,000
3,000,000 3,500,000 3,600
3,500,000 4,000,000 4,200
4,000,000 4,500,000 4,800
4,500,000 5,000,000 5,400
5,000,000 - 6,000
2* Retailing ice 
creams'
2. $25 and is good until revoked*
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Figure 1. Special Licenses Required of Louisiana Retailers,
(continued)
Type of License Rato
3# Retailing fishr^
4. Conducting 
pharmacy^'
5. Retailing motor 
vehicle sM/
6.. Retailing
pistols, rifles*, 
and cartridges!/
3. $10
4. $10 - A special license over and ab,ove
general merchandising license*
5* $5 to $300 depending on sales:
If sales are:
As much as But less Annual license
than shall be
$ o $ 5,000 $ 5
5,000 10,000 10
10,000 15,000 15
15,000 20,000 20
20,000 25,000 25
25,000 30,000 30
30,000 40,000 35
40,000 50,000 45
50,000 75,000 50
75,000 100,000 60
100,000 200,000 75
200,000 300,000 100
300,000 400,000 125
400,000 500,000 150
500,000 750,000 200
750,000 1,000,000 250
1,000,000 - 300
6. From $25 to $200 depending on sales of 
pistols, rifles, and cartridges.
If sales are:
As much as
$ 0 
2,500 
5,000 
7,500 
10,000
But less 
than
$ 2,500
5,000
7,500
10,000
Annual license 
shall be
$ 25 
50 
100 
150 
200
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Figure 1. Special Licenses Required of Louisiana Retailers,
(continued)
Type of Retailing Rate
7. Retailing 
kerosem
8. Retailing/ 
bicycles-'
9. Peddlingyand 
hawkingl/
10. Transient . 
merchant8"/
11. Second-hand
dealer
c
slS/
7. $2
8. $25
Rate is based on method of conducting 
business and does not apply to traveling 
salesmen representing jobbers or whole­
salers. Rates are:
a. traveling by foot
b. traveling by animal back
c. traveling by vehicle 
drawn by one animal
d. traveling by vehicle 
drawn by two animal S 'or 
more, by water, or motor 
vehicle
$100
120
150
200
10. $75 plus a surety bond for $500
11. Surety bond for $300. This does not 
apply to antique dealers.
R.S. 
R.S. 
R.S. 
R.S. 
R.S. 
R.S. 
R.S. 
R.S. 
R. S 
R.S. 
R.S.
47:3A1 
47:353 
47:353 
47:353 
47:354 
47:383 
47:353 
51:491 
. 47:368 
37:1903 
37:1862
Figure 2. Restrictions on The Sale of Particular Articles in 
Louisiana.
Article Regulation
1. Medicinal articles
2. Patent and pro­
prietary medicines
3* Ready made eyeglasses
4. Fireworks
5. Psittacine birds
6. Mattress, pillows, 
comforters and. 
Cushions
1. Louisiana requires that all common 
household drugs be sold only in the 
original sealed packages. Tincture 
of iodine may be sold in bottles no 
larger than one ounce, unless a 
record of each sale is kept. The 
sale of proprietary medicines for 
weight reducing are prohibited. All 
medicinal poisons except iodine and 
lysol are prohibited.
2. May be sold if they meet the require­
ments of the Federal Food, Drug and 
Cosmetic Act.
3. The sale of ready made eyeglasses is 
permitted but the use of test cards, 
trial lenses, and frames, advertising, 
and window display are prohibited.
4. The sale of tqy blank cartridges, guns 
and ’’friction fireworks” containing 
phosphorous are prohibited. The sale 
of cap pistols, paper caps, and spar­
klers are permitted. Some municipalities 
regulate the sale of fireworks.
5. Dealers must keep a record of all 
shipments into the state.
6. Retailers must pay a fee of $10 per 
$1,000 of sales.
Source: Gladys M. Kieman, Retail Manual of Taxes and Regulations.
Twelfth Edition, (New York: institute of Distribution, Inc.,
1954).
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